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FEATURED ON ‘“‘THE BIG PAY-OFF’’ PRE-SOLD! NATIONALLY ADVERTISED IN 


COAST TO COAST | 
CBS-TV NETWORK LOOK Bésquite 
The Saturday Evening POST Colliers 


CALL YOUR WHOLESALER! |. SMALLMAN & SONS CO., 373 Fifth Avenue, New York 16, N. Y. 
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wherever she goes 


Diamonps of unmatched pride and beauty that will 


distinguish the wearer now and forever are available 
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igMlbAd ting, 35 ct. pov at all times from William Levine Company. 


mond bracelet, 30 ct. diamond 
necklace, 72 ct. diamond ear- 


emer See nem beautiful diamonds, assembled by one of America’s 


leading importers and cutters of fancy diamonds, 





At your request, a selection from the world’s most 


will be sent to you on memo. 


William. Levine Company 
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. Madison St., Chicago 2, Illinois. Ph 
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THIS MONTH'S COVER: 

Pliers, hammer, plumb bob, and tape, plus 
a bit of spliced cable were all that 
photographers Meehan & Young needed 
to symbolize this modernization 

issue. Just how effectively jewelers used 
the tools of modernization can 


be seen on pages 68 to 81. 


c ONTENTS January 1957 
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FEATURES 


The Next Five Years in Jewelry 64 
People are talking about . . . The Name Designers Who Propose 
Fashion, by Dorothy Dignam 66 


MERCHANDISING AND PROMOTION 


JC-K EDITORIAL INDEX FOR 1956 16a - 16g 

Step-up Window Shelves .. . Step-up Sales 82 

Love That Customer 88 

A JC-K Aid to Selling Fine Jewelry, by Jack Harriton 92 


TABLE TOP FASHIONS 


China, Glass & Giftwares, by Madeline Love 120 
Table Top Fashions 117, 119 


TECHNICAL 


Blue Baroques and Cabochons . . . The Copper-Tinted Stones, 
by Dr. Frederick H. Pough 84 
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Henry B. Fried 148-150 
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Speaking of the Jewelry Trade 61 
They’re New 106-107, 108, 111 
Briefly 128 
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Manufacturers’ News 157 
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J INCREASE YOUR SPRING WATCH BUSINESS 
WITH THE WYLER INCAFLEX “NAVIGATOR 
1A $45.00 WATCH FOR ONLY $29.99......... 


Our best-selling 
Navigator model— 

now promoted at $29.95 retail. 
Backed by a complete 
point-of-sale merchandising 
package — including national 
advertising, TV films, window 
and in-store displays, 

window streamers, direct mail, 
newspaper mats, theatre films. 


FREE 
Window 
Display 


Write for availability of a 


Wyler franchise. 


FOR JANUARY, 1957 





4 . 








*~ - we? 


MANUFACTURED EXCLUSIVELY BY 








4 fa 
ui (| ile NC 


OPALITE MINIATURES 
WITH CULTURED PEARLS 


Send for latest catalog ‘\ oe Pe rer ae 


IF F4/2P/39—Gold Filled 
1311 LOMBARD STREET, PHILADELPHIA 47, ‘PA. / 
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ENTIRELY pie-STRUCK 


Ke B> 


J t, ock Flips like a book page! 


t erfect * NO SLIDING %* NO PUSHING %* NO PRYING 
WITH TH 


Disappears completely! 
A ction! , pp pletely 


“Flip-Grip 


Patent 
Pending 


We believe this device 
to be superior in every 
way to any other device 
of its kind on the mar- 
ket today. 


the wedding 
band fits into 

a slot in the 
engagement ring. 
Just a twist 

and it's locked. 
Twist and it 
unlocks. 





Built for extreme durability! Defies damage! 


After exhaustive research and development, we bring you what we belie¥e to be the 
ultimate in locks, the last word in locking devices, the lock that solves alf your problems 
with previous locks. This new device is firmer, stronger, more foolpreéf and at the very 
same time, more durable. Yet is priced no higher than any preyi@Us lock. Put your trust 
in the lock that is best. K & B brings you another first . . . anothér diamond volume builder. 


Creators, Designers and-Manufacturers of “Perfect Ring Findings” 
The Ultimate in Ring | AeHGTS f f fect Ring Findings 


Locks! Made with K&B > 
Superior Craftsmanship | : Bil r 
K & B craftsmanship is behind each : | | 
“Perfect Lock”; precision die-struck 


micrometric tolerances control the 136 W. 52nd S:.. NEW YORK 19, N. ts 
quality of each K & B product. The ace’ OFFICES IN CHICAGO AND LOS ANGELES C® 


industry’s leading styles are yours 


to choose from. STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 











ADVERTISED IN 





RING IN A PROSPEROUS NEW YEAR WITH 





People respond to LIFE. That’s what makes it so weg 
profitable to tie in with the famous ‘‘Advertised-in- Sid 
LIFE” symbol all through the year ahead. —_ 

It pays, because LIFE pre-sells more of your pros- y, 
pects than any other weekly magazine. It pays be- 
cause LIFE reaches 3 out of 5 households in the aver- 
age community in a 13-week period. < 

That’s localized neighborhood impact. It rings up 
sales right in your store. People look, listen, and re- 
spond to LIFE . . . to memorable words and pictures 
.. . to advertisements of famous jewelry products. 





You capitalize on this great response by featuring 


the ‘‘Advertised-in-LIFE”’ symbol regularly .. . by 
using it on your counters, in your windows, all through 
the store. 


People respond to the pre-selling power of LIFE. 
These items will be pre-sold in LIFE during December and January. 


4 pages color Norcross Greeting Cards Gold Filled Manufacturing Company 

~erreen Paper Mate Pens Mele Manufacturing Company 
Parker Pens Revere Camera Company 

i ietielliiaaliin Remington Shavers 

oe Rolf’s Billfolds & Leather Goods Y2 page black & white 

Ansco Ronson Lighters Keepsake Diamond Rings 

Argus Cameras Royal Typewriters Parker Pens 

Elgin Watches Schick Electric Shavers Swank 

Parker Pens Scripto Sylvania Electric Products Inc, 

Schick Electric Shavers Sheaffer Pen Company 

Shwayder Inc. Shwayder : 4 page color 

Underwood Typewriters Sunbeam Shavers Starfire Diamond Rings 
Swank 

Spread black & white Trifari VY, page black & white 

Norelco Shavers Underwood Typewriters Bell and Howell 

Omega Watches U.S. Trunk Company Eversharp Inc. 

iy Webcor Products Krementz Jewelry 
Page black & white facing page color Zippo Lighters Marathon Company 


Ronson Accessories 
Esterbrook Pens 

Page black & white 

Bolex Cameras 

IBM Electric Typewriters 

Keepsake Diamond Rings 
Longines-Wittnauer Watch Company 


Craftsman Billfolds Th gee 
De Beers Diamonds z “ ibe rs ompany 28 lines 

Eastman Kodak ee Merit Mfg. Co. (Sunglasses) 
Ronson Shavers 


Ye page black & white 
Page color La Mode Men’s Jewelry 
Minox Cameras 


Viewlex, Inc. 


Ansco 
Argus Cameras & Projectors 


international Silver Company— 1847 


Rogers Bros. 14 lines 
International Silver Company—Sterling Y2 page color Opti-Ray Sunglasses 
Division Bell and Howell Winthrop Gift Sets 


Source: A Study of the Household Accumulative Audience of LIFE. 





PEOPLE RESPOND TO LIFE 
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OF SETTINGS IN THE INDUSTRY 


SERIES 729 For 50 Per Ct. 











The Complete Baker Line is Available 
in 10% Iridium-Platinum 
Jewelry Palladium and Gold. 
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NEW YORK e SAN FRANCISCO « CHICAGO « L 
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Ask the jeweler who made money on the 
Super Gruen last Fall. He’l] tell you it was his 
biggest, most profitable watch promotion ever 
—jn every sense, a real winner! 


And when you have a winner, you make it 
bigger and better than ever! That’s why we’re 
continuing the Super Gruen Series with the 
great new Super Gruen Water Resist featuring 
exclusive Power-Pak! 


Packaging: New Way to Win New 
Customers! 

Naturally, we’re continuing the unique Super 
Gruen package, too. It has already proved an 
eye-catching, successful salesman in store win- 
dows and stores everywhere! 


Here are some of the other dramatic facts to 
help you sell the Super Gruen Water Resist: 


x Survives Super Gruen Water Resist All 
Weather Test. Triumphs through rain, snow. 
sleet in 16,000 mile record endurance test! 


* Withstands Air Hammer Test. 1400 shocks 
per minute! Most grueling shock test ever! 


How Super Gruen Series Makes More 
Profits For You 

This new Super Gruen brings you another 
unique opportunity for extra volume and extra 
profits. Our sense-making price to you gives 
you every chance to utilize our great store 
promotion package without sacrificing any of 
your profits! 


Watch these pages for announcements of more 
new Super Gruen watches—or, better yet, 
contact Gruen right away! Start.now to make 
money with al! the new Super Gruen watches! 


FOR JANUARY, 1957 
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THE GRUEN WATCH CO. 
TIME HILL, CINCINNATI 6, OHIO 
IN EUROPE: BIENNE, SWITZERLAND 





“There's 


a man 
to see you about 


29 


ales promotion 
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At your service! Need a bright, fresh promotional idea 


| 


for selling fine watches? Special sales training or assistance for 


your staff? An experienced speaker for guild or civic meetings? 


Call on the Field Merchandising Staff of the Watchmakers of 


Switzerland. These highly trained merchandising specialists offer 


their full services (as listed here) without cost or obligation to you. 


Sales Helps For Every Situation 
COMMUNITY: “Know Your Jeweler” Promotion, a cooperative plan 


for the jewelers in your community. Enlists the aid of local newspapers, 


radio. IV and other media. Focuses attention on your role in the com- 


munity. Kits and materials furnished. 


STORE: Sound, tested merchandising ideas for selling fine Swiss watches. 


Personal assistance in staging your promotions. 


SALES TRAINING: On-the-spot lectures, brochures and training films 


designed to increase the eflectiveness of your sales stall. 


LECTURES: Experienced speakers available for talks before civic or guild 


meetings, to be sponsored by your store. 


Coming! March 25-April 6... 9th Annual Watch Inspection Time 


PLEASE: Facilities of our Field : 


Merchandising Staff are limited 
by previous commitments. If you 
plan to use the personal services 
of our speakers and counselors, 
discuss your requirements as far 


in advance as possible. 


REMEMBER—services of the Field Merchandising Staff 


are yours free. Write or phone: 


FIELD MERCHANDISING STAFF 
The Watchmakers of Switzerland 
c/o Suite 1105 
730 Fifth Avenue 
New York 19, New York 


ADVISING AMERICA FOR THE 10th CONSECUTIVE YEAR: 


“For the gifts you'll give with pride, let your jeweler be your guide” 


The WATCHMAKERS 


FOR JANUARY, 1957 


OF SWITZERLAND 
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re + eee : 
* a . 
"oom. b- ’ . , 
pets NOE ; q family, were.designed especially to help you 
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Sa ‘ ee step up wedding ring sales in your store. 
(alt fee a a ats 
PEAY * 4 ) ' ) i Unsurpassed beauty and styling combined with 
. a » }. , 
’ 


foe this unusual step-up feature makes this the 
Vea! 
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for 1957. Ask your wholesaler to show you 


the Double Royal Wedding Rings series now! 
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CP ee qSerson co.,inc. 
Nhe Wout of Viahladle 


West Coast 


130 WEST 46th STREET, NEW YORK, N. Y. 
448 South Hill Street, Los Angeles 13, Cal. 


























Tallow Quality tested... 


BUTTON BACKS and POSTS 


Make Ballou your Button Back Headquarters and 
be sure of quality features found in Ballou findings. 
Full cut machine threads, exacting die work, 
knurled edge backs . . . to meet your specific require- 


ments. You can be sure that Ballou button backs fit 





the threaded posts accurately. 


FINDINGS— 
B. A. BALLOU & COMPANY INC. The Foundation of Good Jewelry 


61 Peck Street °* Providence 2, R. I. 
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Ordinary Setting 


SENSATIONAL 


G em-on-(5 em 


Setting makes center diamond jook 


90% LARGER! 
87% MORE BRILLIANT! 


Certified by American Testing Laboratories, Inc. 


MAXIMUM DIAMOND 
BRILLIANCE! 


Only Feature Lock has absolute clearance 
under ALL diamonds. No dirt-catching 
obstructions can detract from diamond , 
beauty! Compare! 


SAME DIAMOND 


‘“‘Gem-on-Gem” 
Setting 


You sell Feature Lock Diamond Rings 
EASIER...FASTER... 


PLPLPPP PILL AAA AAA AL IIIA DDD Da DP 


APPA AAA aI AMAIA I AA IL ELDER papa AA AAA AAA LER 


PPO ORO AA AAS SI ISSI II IIL IID DIP PD PPPS 
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INTRODUCING 


Matching Betrothal Rings for Both! 
An exciting new idea for 


EXTRA SALES! 
EXTRA PROFITS! 


Plus the Exciting 

“SPRING FESTIVAL OF DIAMONDS” 

a comprehensive group of Feature Lock 
glamorously created Dinner and Fancy 
Rings...and Men’s Diamond Rings with the 
new “‘Golden Glow,” the finish that looks 
everlastingly new! Your complete Diamond 
Department! Merchandised for maximum 
SALEABILITY and PROFIT! 


pear! CONTACT YOUR AUTHORIZED, Jenlure Ji ffs WHOLESALER FOR COMPLETE DETAILS, OR WRITE 


























NATIONAL - Way CASH IN, MR. JEWELER 
ADVERTISING = ™ 


N ees \udhy “OPERATION PROFIT” PLAN BOOK 
t oh ee The program that means a more active, more 
= “ee . profitable diamond ring.operation for you! 

¢ * 
* 


MAIL COUPON TODAY! 


A powerful supporting program that puts 
LIFE into your diamond ring sales! All neatly 
packaged in your Feature Lock 
“OPERATION PROFIT” Plan Book! 
Illustrates brand new styles, eye-catching 
displays, hard-selling promotional aids... 
Newspaper Mat Services, Customer Mailers, 
Life Counter Cards, Window Blow-Ups, 
Dramatically new Full Color Theatre 
Commercials, TV Films, Promotional 
Calendar and MORE! 


Feature Ring Co., Inc., 130 West 46th Street, N. Y. 

Gentlemen: 

Please rush “OPERATION PROFIT” Plan Book 

[] I now sell Feature Lock Interlocking Diamond Rings 
My wholesaler is 


[] Please send me names of authorized Feature Lock 
wholesalers 


I a i 
Address 
City. Zone___._._._.5tate 


FEATURE RING CO., INC., 130 W. 46th ST., NEW YORK 
csc teniencieinscrrnisiaabinensaiainiiitemaaiailitat alia aatei tect easiieiailii 


® 19057 F.R.CO.INC. FEATURE LOCK PAT. NO. 2507348 AND OTHERS. GEM-ON-GEM PAT. #2774231 


palate Secale sien setae cler vaincoron tert wateche: 
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THESE ARE AMONG THE 
SEVERAL FINE JEWELERS — 
jel THROUGHOUT THE U. eh 
WHO ADVERTISE AND 


SELL ROLEX WATCHES. 


ROT EX 


AMERICAN ROLEX WATCH CORP. ce 580 FIFTH AVENUE e NEW YORK 























Now in ONE Display Unit-Forstner’s Best-Selling Watch Bands 


FRE 


Extra-Profitable Deal! 


YOU GET 8 BANDS 


Worth $91.60 F.T.1. 











Here is an extraordinary opportunity for jewelers to carry 61 of 
the fastest-selling Forstner watch bands for men and women. Take 
advantage of this special deal—and you get the unit itself FREE. 


This deal includes: 
14 Komfit bands—4 gold-filled, 10 stainless steel 
8 Fortex-5 bands—5 gold-filled, 3 stainless steel 
5 Lady Komfit bands—4 gold-filled, 1 stainless steel 
34 Ladies Watch Bracelets—34 gold-filled, some white, 
some yellow; including cord and mesh models 


_ 61 Total 


The Forstner unit prominently displays 12 
ladies’ and men’s bands. Another valuable Your Profit Considerably More Than Keystone! 
Here’s how: 


feature—there is a removable tray inside : 
displaying an additional choice of styles. Total Retail Value $465.60 
a Less Tax 32.64 
Storage space in the unit holds balance of a 
ik l t, ] f t -f ; h. . 
stock—always neat, always factory-fres iio 140.40 


FORSTNER, INC., Irvington 11, New Jersey YOUR PROFIT $264.56 


Showrooms: 320 Fifth Avenue, New York 1, N. Y. JEWELRY’S NAME FOR QUALITY 
448 So. Hill Street, Los Angeles 13, Calif. | | Ask your Authorized Forstner Wholesaler 


29 E. Madison Street, Chicago 2, ill. for complete details. 





An intelligent skepticism about Favre- 
Leuba’s highly successful program of total 
exclusivity in today’s watch market is thor- 
oughly understandable. There has been so 
much double-talk—so many unfilled prom- 
ises — in the watch trade that no one can 
blame an alert dealer for seeking the facts! 


We welcome this challenge . . . because 
we have the proof... in the form of our 
signed Franchise Agreement . . . This is no 
temporary sales gimmick—no mere agency 
sign . . . It’s a binding document (issued 
only after careful consideration) which 
firmly attests that the jeweler holding it is 
the exclusive authorized Favre-Leuba dis- 
tributor in his community . . . All the repu- 
table jewelers who proudly sell our distin- 
guished line know that when we say exclu- 
sive we mean exclusive. They know, from 
their experience, there has never been a 
retailer-importer relationship like this! 


For further proof — let’s see what this 
Franchise Agreement offers to the jeweler: 


1—MONITORED DISTRIBUTION . . . Only the 
most responsible jewelers in each locality 
are appointed as authorized Favre-Leuba 


Exclusive 


Sou 
n You Prov® ee 


Ca 


d! 
nds Goo’, 


Coming from a Jeweler 


Who Counts... 


This is the Challenge 


Favre-Leuba Counts On... 


distributors . . . We monitor our sales so 
that our watches cannot be sold by cut- 
price outlets or unqualified retailers. 


2—RETAILER PROTECTION .. . Secured by our 
signed pledge of iron-clad protection the 
dealer can develop his Favre-Leuba watch 
sales, surely, safely and with prestige. 


3——-SAFEGUARDED PROFITS . . . Our dealers 
are confident that every dollar of profit is 
staunchly protected against price-slashing 
and unscrupulous competition. 


Certainly, we are eager to meet this chal- 
lenge on exclusivity and to present the facts 
fully, without reservation, to the satisfac- 
tion of any ethical jeweler . . . If you are 
interested in acquiring the exclusive Favre- 
Leuba franchise in your community write 
to me, personally, for all details. 


De tes vsveerd President 





Typical of Favre-Leuba quality 

. extremely thin, of ficially- 
certified Chronometer; 17 Jewel, 
temperature-adjusted movement; 
18 Kt. Gold case; 18 Kt. Gold 
applied-figure dial. Retail 
(F.T 1.) $250. 


Other Favre-Leuba "‘Temper- 
ature- Adjusted” Watches from 
$71.50. 





F AV R E ” L E U 6B A Watch and Chronometer Co., Inc. 


665 FIFTH AVENUE, NEW YORK 22, N.Y. 


Since 1815 
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OPERATION 248: YOUR BEST DIAMOND BUY 


NO LONGER do shipments of Diamonds Fine Di 4 ; 
valued at less than $250 have to be cleared at ine DEnenes : 


port of entry. As a result of a U. S. Customs Direct from Antwerp 
. to your store 
ruling, such shipments now may be sent air 


parcel post directly to your store, the 10% 
duty being collected by the postman. The 





savings in time and money are important. 








To enable U. S. jewelers to take maximum | ay 
advantage of the new Customs ruling, I de- JO ACHIM GOLDENSTEIN 
vised “Operation 248” which consists of 8 DIAMOND CLUB — ANTWERP — BELGIUM 
standard parcels of Diamonds in 4 different 15 CENTS POSTAGE FOR AIRMAIL 
. Tere rerrerretrtererorerrrocRrerRrrerepeeee es Sf TT TE EE Dee 
grades, each priced at $248. : Joachim Goldenstein, Diamond Club, Antwerp |, Belgium : 
, Se , 
Send for a copy of my 3-color folder which at par oni ce naoonalbacaen 
describes “Operation 248’ in detail and in- 
cludes New Wholesale Price List + 30 De SEE is 5k As Savio hed cae i sic GA eecn CEES Oe ee - 
, 
(prices per carat in U. S. Dollars). Also 1 Address , ! 
order forms. Fill out coupon at right and mail : : 
Se oO cain paue ke ee cee ... State... a 
today. RRL 5 ARE ESTO RE IE SERIES, OATS oS STREP Ae Ca Co 





—_ 
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HAND CARVED 
PD of ef 
Weeds 


VATCHED WEDDING RING SETS 


The true measure of elegance is realized 
only after the passage of time. This is 
especially true of Barel Bridals, whose 

| beauty is inherent in styling and 
craftsmanship. Every detail of their creation, 
from the original design by Fred Barel, 
through the last meticulous finishing 

by expert craftsmen, is reflected in 

enduring simplicity and elegance. 


Ask to see our full line of BAREL 
BRIDAL HAND CARVED Matched 
Wedding Ring Sets .. . the 

first choice of your discriminating 
customers who desire beauty and 
quality above all else. 


The Barel Trademark (63 is 
stamped on the shank of 

every ring, assuring you of a 
Genuine Hand Carved Original. 


exclusively designed by 


peblls 


24-Hour Service on all Special Orders eA. ‘Sold directly to the Retailer 
by the Manufacturer 


BRIDAL RING COMPANY, INC. _\ Matsvaesie ios ren oren 


87 Nassau Street @« New York 38 
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Young America Will Fall in Love 
with these 2 New Forstner Lines 


Young America loves to show affection . . . loves to wear its heart on its sleeve, 
at its wrist, ankle, neckline. That's why this new jewelry by Forstner 

is such a natural for volume selling! These designs are ideal for 

Valentine's Day promotion, and for year-round gift-giving. Order and feature 


these new heart-throb lines from your Forstner distributor today. 


LOVERS LANE* 
This Clever Rustic Display 
GOING STEADY’ FREE with this merchandise: 
This Exciting Heart-Interest Display 4 charm bracelets 
Covered in Stunning Red and Gray Velvet 4 ladies’ identification bracelets 


: ; : (6 for display, 2 for stock) 
FREE with this merchandise: ? 
ens b let 66U048—$48.00 Keystone per assortment 
2 charm bracelets ' 

4 in gold-filled, 4 in sterling silver 

1 ladies’ identification bracelet 8 8 
| anklet 
1 pendant neck chain 
| token-of-love bracelet 
668047—Sterling Silver $34.50 


Keystone per pad 


66F047—Gold-filled $40.00 LOVER'S 
Kevstone per pad . 
LANE 
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JEWELRY’S NAME FOR QUALITY 





FORSTNER, INC., Irvington 11, New Jersey 


Showrooms: 

320 Fifth Avenue, New York 1, N. Y. 

448 So. Hill Street, Los Angeles 13, Calif. 
29 E. Madison Street, Chicago 2, ill. 
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liar! You can do it Memories live 
dolla 


| by featuring gleaming 


name! inthe Jewelry 
i wheal dabela: You Give 
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“SURE way to remem. 
ber a 8pecia] CCCasion . __ 
than with beaut 


For Palladium, Sister of Platinum, ig 
Precious Metal for Precious Moments, 
ts clean. white radiance keeps Memories 
bright, 
Pallad 
diamond e 
Mond set j 


ful Palladium jewelry. 
the 


pt 


ium acts like a Mirror to Rive a 
*tra sparkle and fire, 4 
” Palladium is set “fo 
Manufacturerg jewelry 
ing €XCiting new des; 

Your jeweler to show them to you. Or 
us fora nearby soure 


' eo Supply and 
COPY of our booklet. “The Ej 
Metals” 


































Exquisite dainty | _ - diamond and pear] 
arrings by Jack Cutschneider. about $250. 
Happy Anniversar 


eee diamond Channe] 
wedding ring by Byard F Brogan. about $500. 
Twin Beauty | -» “The Twintaire” diamond 
i ‘annett). about $600. 
ins fair lady... diamond. Sapphire brace. 
let by Spin] Manufacturing J 
$1,000. 


€weler, about 
> 


. 





; Playing this 
Sten. Vou will be Shown Palladjy, 
that’s art 






» Of Waly Street, / 


‘New York 5, N. Yy. 
' 


| Palladium consumer 


pings MOISELLE, SEVEI : 
MADE : 
| CHARM, 
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- advertised in 


Every Other 
Issue 





Now, the big, new line — Starfire — brings you big 
news and a big opportunity for profit! 

Dominant, two-color ads will now appear in every 
other issue of LOOK... and in SEVENTEEN — MODERN 
SCREEN — EBONY. 


Now more customers will read about and want 
to see Starfire Diamond Rings with lovely, larger 
diamonds... popular prices...modern styles...and 
reliable guarantee. Also, Starfire offers new and out- 
standing dealer sales aids including: window and in- 
store displays...neon sign...newspaper mat service 
»..movie and TV films...and direct mail pieces. 





















Insured Against Loss 
The Starfire diamond (or dia- 


monds) is insured against loss 






° . . e . . . 4 
Now is the time to increase your diamond ring from its mounting, through no 


sales and ring up bigger profits —all with Starfire, 
the big, new diamond ring line. 


fault of the wearer, for one year 


after purchase and will be re- 





placed without charge. 
Trade-in Privilege 

A Starfire Diamond Ring may 
be exchanged for a Starfire of 


STARFIRE DIAMOND RINGS may be sold in- greeter value by paying the 8 
dependently of Keepsake dealers. For full ference in price based on current 
details about a Starfire franchise, write: values at the time of exchange. 











A. H. POND CO., INC., 120 E. WASHINGTON ST.; SYRACUSE 2, N. Y. 
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WATCH THE WATCH 


THE NEWS THAT WILL CREATE 





Everything your customers 

want in self-winds and waterproofs 
... priced for buy-on-sight selling 
and fast turn-over. 


*Stays waterproof and dustproof as long as crystal, crown and back are intact. 


BACKED BY TV ADVERTISING ON THE 
STEVE ALLEN SUNDAY NIGHT SHOW 


Reports from enthusiastic dealers, coast-to-coast say, 
“Timex on T'V is terrific.” Watch how TV keeps 
Timex traffic flowing into your store. Steve Allen’s 
hilarious Comedy-Variety Show is telecast coast-to-coast 
on the full NBC-TV Network 8 to 9 P.M. E.S.T. 
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_ NEWS FROM TIMEX 


EXTRA PROFITS FOR YOU IN 1957 





You can’t miss! Timex, the 
largest manufacturer of watches, 
keeps on top of today’s 

buying trends—at irresistible 
prices that clinch sales 

for you on the spot. Here 

are famous brand name 
watches—that captured confidence 
the world over. Don’t be 

caught short. Anticipate the 
Timex demand now! 

Order now! Write, wire or 
phone your Timex distributor. 
And ask him for Timex 

shock resistant motion displays. 





More people buy “— £ RA — > < than any other watch! 


500 Fifth Ave., New York 36, N. Y., 1800 Jane St., Toronto 9, Canada 
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PRIDE IN THESE NUMBERS 


J-B has consistently pioneered and patented the most important improvements in the design of 
watchbands and idents — improvements which speed up sales because they relieve you of sizing and fitting 
problems, help you make more sales and profits with less inventory. If you're interested in increased 


watchband business, you know about the patented devices shown here... they're J-B exclusives. 


WARNING! 


Jacoby-Bender, Inc., has licensed the Multi-Sizing and 
End-O-Matic patents to a limited number of other watch- 
band manufacturers, who must mark their products with 
the appropriate J-B patent number. 


END-O-MATIC ENDS MULTI-SIZE LINKS The manufacture or sale of unlicensed bands infringing 
Unique spring lock lets you open each You add or subtract links to custom-fit Jacoby-Bender patents is subject to the penalties pre- 
end in a wink! . . . snaps shut—and Mf any wrist size—right at your counter. scribed by law. Jacoby-Bender, Inc. has in the past 
the band is securely attached to watch, No longs—no shorts! You sell the men’s taken action to enforce its legal rights, and it is this 
A quicker fit, a quicker sale... every or women's band you show when it's a company's intention to continue to do so. 
time! Patent No. 2,624,092. J-B. Patent Nos. 2,765,615, 2,249,086, 


JACOBY- BENDER. INC., NORTHERN BOULEVARD AND SIXTY SECOND STREET, WOODSIDE 77, NEW YORK 


26 THE JEWELERS’ CIRCULAR-KEYSTONE 





tLGIN 





Reon, 
’ > 
Ag i, 


py : 


." ES 
je ~~ 
\. ” ‘ \ 


a. 


- 3 = 
SS os . . aa 
~~ Fe 
* 


ELGIN AMERICAN 







ie 






FOR JANUARY, 1957 


AMERICAN S 


NEW 1957 SPRING F 


853 Dundee Avenue * Elgin, Illinois 











Why keep it a SECRET—you are entitled to know... 

Our new line is absolutely the best ever! We have 
COMPLETELY RESTYLED and added scores of new 
sensational numbers. There is MORE VALUE here for 
your customers. There is FASTER TURNOVER and 
MORE PROFIT for you! 

Watch for Further Announcements of Elgin 
American's new 1957 Gift Line of FASHION’S 
FINEST. Styled for men and women for all gift occa- 
sions, and for self-purchase . . . at popular prices. 

Our sales representative will stop in to see you soon. 
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Asingle issue of 
Reader’s Digest is read 


ex more than 168 million times 


wr a 
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New survey shows that 32 million people 
read an average issue at least five different times 








T , , 
Now advertisers can evaluate America’s lead- 
ing magazines by an important new dimension... 
“exposure days.” 


A new study now reveals the number of days on 
which readers pick up and read a magazine—that 
is, the minimum number of exposures for an issue. 


Reader’s Digest has an audience of 32 million 
people. They read it on 5.3 days apiece. That means 
an advertiser has more than 168 million oppor- 
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tunities for his sales message to be seen and read 
in the Digest. 


This is three times the opportunities found for 
any other magazine measured. 


The study, one of the largest ever made, was 
conducted by Alfred Politz Research, Inc., and 
approved by the Advertising Research Foundation. 


Seven publications were studied: Reader's 
Digest, Life, Saturday Evening Post, Look, Good 
Housekeeping, McCall’s, and This Week. 


The Digest has twice the circulation of any other 
magazine. It has a substantially larger audience. 
More people read the Digest, and they read it 
more often, than any other publication in America. 


Advertising to this audience—in the Digest’s 
atmosphere of faith and confidence—can produce 
remarkable sales results . . . at amazingly low cost. 


The study also provides other new facts of value 
to advertisers, including latest comparative data 
on magazines by income, age, family status and 
recent purchase figures for major items. 


For a copy of the summary and highlights of 
“A Study of Seven Publications,” write Reader’s 


Digest, 230 Park Avenue, New York 17, N. Y. 


People have faith in 


JReaders Di gest 


The Nation’s Largest Magazine Audience 
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All indications are that jewelers sold 
much more Gold Filled merchandise 
this Christmas than last year... 


and jast year was up considerably 
from the year before. 
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names, addresses and type of product made. If you would 
like a copy absolutely free just write on your 
business letterhead, to 

the address below. 


GOLD FILLED MANUFACTURERS ASSOCIATION ny 
Cook, Dunbar, Smith Co. « E. N. Cook Plate Co. 


General Pilate Division — Metals and Controls 
Horton Angell Co. « Improved Seamless Wire Co. « Leach & Garner Co. « D. E. Makepeace 
Division —- Union Plate & Wire Co. « |. Stern & Co., Inc. « Standard Metals Corp. « A. T. Wall Co. « H. A. Wilson Co., Inc. 
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Well, for one thing, more manufacturers are making more Gold Filled 
items .. . new, attractive, smartly-styled items. This gives you a wider 
range of Gold Filled products to sell. (Want to have a list of 
manufacturers who make products of Gold Filled? See “‘notice”’ 

at the end of this ad.) 


For another thing, Gold Filled is getting better and better known and 
more and more popular. The reason? The big Gold Filled national 
advertising campaign in Life, Saturday Evening Post, on television 





and in other media. This continuing campaign is in its third year... 
reaching millions of your customers annually. 


And, of course, thousands of jewelers are finding it pays to trade up to 
Gold Filled. Just a little more sales effort results in extra profit .. . 


extra dollars in the till. 


If your Gold Filled Sales (and, as a result, your profit) have not 


increased considerably over last year, check this list. 





So 


_— 


El. 























DO YOU STOCK GOLD FILLED? 


a few pieces give your customer no choice. Stock a wide range 
of Gold Filled items. 


DO YOU DISPLAY GOLD FILLED? 


your Gold Filled items should be identified as Gold Filled and 
set apart from less expensive stock. 


DO YOU SELL GOLD FILLED? 
you can trade up to Gold Filled . . . but it takes a little selling 


Oo effort. 


NOTICE 


to Retailers and Wholesalers 


The Gold Filled Manufacturers Assoc. has compiled a list of lead- 
ing manufacturers of Gold Filled jewelry and accessories with 


ATTLEBORO, MASSACHUSETTS 
















Bargain-priced Electric Clocks 


CASCADE OF NEW COLORS! 


DECOR — popular alarm. Blue, 
pink, ivory, beige — new decorator 
colors to harmonize with decor of 
any bedroom, desk or den. Wakes 
you for sure — alarm sounds for 45 
minutes unless it’s shut off. 6” wide. 
SUGGESTED DEALER PRICE: Less 
than 6, $3.49; 6 or more, $3.24 


$4.99* 


DORM LUMINC 
sale price, it 
priced luminous 
in our line. 
wory: Only 4 
it never needs 
GESTED D 


BEIGE (new) 


than 6, $3-1 4; 6 or more, $2. 


$449" 


FREE NEWSPAPER AD MATS 


Order them when you order 
your clocks. Spark your sales 
on these value-packed bar- 
gains. Tie in your ads with 
the big full-color ad appear- 
ing in Sunday Supplements— 
Feb. 10 — from coast to coast. 


New beige °F 
" wide. Electric, 
winding- SUG: 
EALER PRICE: Less 


ALL UNDER 


Se 


$5 | 


CON 


ELECTRIC CLOCKS 


* Manufacturer's recommended retail or fair trade price, plus applicable taxes. 
Clock and Timer Department, General Electric Company, Ashland, Massachusetts. 


TURQUOISE (new) 


eke 


“8, 
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ENHANCER alarm clock. 
Neat beige model for 
bedroom, living room, 
desk or den. 5” wide. 
SUGGESTED DEALER 
PRICE: Less than 6, 
$3.49; 6 or more, $3.24 


$499" 


BERS 


gg Fin oe tek tis Ze re cs 
RS etter Peas 5 at sae 


TELECHOICE kitchen clock. In bright 
new colors to match any kitchen 
decor: red, white, yellow, turquoise. 
It hangs on a wall or stands on a 
shelf. 8” wide. Because it’s electric, 
it keeps accurate time to the minute. 
SUGGESTED DEALER PRICE: Less 
than 6, $3.49; 6 or more, $3.24 


BUTLER wall clock. 
Smartly tailored, in red, 
yellow, white—for kitchen 
or anywhere. 7!/,” wide. 
SUGGESTED DEALER 
PRICE: Less than 6, 
$3.84; 6 or more, $3.57 


$549" 


ORIGINALITY wall 
clock. New see-through 
design. Red, yellow or 
white. 8,” diameter. 
SUGGESTED DEALER 
PRICE: Less than 6, 
$4.19; 6 or more, $3.89 


$599" 


THESE BARGAINS BACKED BY BIG COLOR ADS IN SUNDAY SUPPLEMENTS—FEB. 10 
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Mr. Jeweler 


®Give YOURSELF 
®Your EMPLOYEES 
®Your JEWELER FRIENDS 


A COPY OF [> 














Here is a GIFT any RECIPIENT will 


Appreciate, Use and Treasure for Years to Come : 
THE JEWELERS’ 
It contains an invaluable wealth of information essential to DICTIONARY 


Jewelers, Watchmakers, Gemologists, and all others seeking 
information pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. 
More than 4500 word-and-term definitions, many of them 

clearly illustrated. Complete comparative table of Interna- & 50 
tional ring sizes. Eight full-page plates illustrating over 125 Post Paid 
varieties of stone cuts. Facts on Sterling and Plated Silver- es 
ware. A table listing American Watch sizes and enlarged Hard Cover Bound in Rich 
views of Watch parts PLUS a trilingual vocabulary of horo- Blue Cloth with Gold 
logical terms. An explanation of Gemstone charatceristics, Stamping 
tables of weights and measures, Wedding Anniversaries and 


lists of Birthstones. OE 


AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 


Director of 
Bowman Technical School 


C. M. Hoke 


Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 


Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A Limited Quantity 
Available 


Check or money order must accompany all orders. 


DO NOT SEND CASH 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


is enclosed 


is enclosed 
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only 11/3 jewelers 
in 10 can get these watches 





“SEA BLADE” m1 O10) 54-110], “DISCUS” 


$3350: — $3995: $45: 
PREVIEW OF 1960 thin waterproofs’ 


Styled thin — the way your customer wants a waterproof*! All For over 79 years, quality rather 


these men’s watches have 17 jewels; all have guaranteed unbreak- than quantity has been stressed 
by Croton Watchmakers. 


able mainspring and balance staff. The “Discus” has all stainless Slow, painstaking craftsmanship 
steel case with genuine leather strap. The “Sea Blade” has chrome and much time is needed to 
top, stainless steel back and suede strap. The “Scorpion” has yellow produce these perfect watches. 


top, steel] back and genuine leather strap. For that reason, production ad 
limited, and only 143 jewelers in 10 


*As long as case is unopened, crystal intact tIncludes Federal Tax can benefit from the protective 
distribution that comes with every 








T Croton time-piece. Only these few 
CR O O N can benefit from our much 

higher markup. 
N I VA DA G R =. N C Fi = N See order coupon on page 43. 


Distributed by 


CROTON WATCH CO., 404 Fourth Ave., New York 16, N, Y. 
Fine watches since 1878, 








o TEg MIXABLEND 














FAMOUS 





*9°> DAZEY TRIPLE ICE CRUSHER 


WITH EACH UNIVERSAL MIXABLEND 


UNIVERSAL Mixablend DAZEY Triple ice Crusher 
Powerful 2-speed motor, 32- Adjustable knives to crush 
oz. Pyrex container, funnel- coarse, medium or fine. With 
top to add ingredients while Dazey Wall-Bracket. Regu- 
in use. Regular $47.95 value. lar $9.95 value. 


A $5790 Value for only *47% 


Use this big, extra-value offer to make Mixablend 
sales easy. It’s the perfect combination ...a famous 
wall-type Dazey Triple Ice Crusher for fast, easy 
icing of beverages, seafood and vegetable juices, 
plus the beautiful chrome Universal Mixablend, the 
“‘handiest kitchen helper you can own.” Both for 
the price of the Mixablend alone! Stock up now 
with this Universal Sales-making Special. 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


& 
ANOTHER “HONEY” IN UNIVERSAL’S SPRING SELLING SPREE 


THE JEWELERS’ CIRCULAR-KEYSTONE 





only 11/3 jewelers 


in 10 can get the Aquamatic “Discus” 
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PREVIEW OF 1960 thin self-winds °69” 


For the first time ...a self-wind so thin... truly the watch of For over 79 years, quality rather 


tomorrow! The “Discus” has an all stainless steel case with the new than quantity has been stressed 
by Croton Watchmakers. 


; jewels y ‘ s ey ! 
low, lean look ah Jew els and genuine leather trap guaranteed Slow, painstaking craftsmanship 
unbreakable mainspring and balance staff. Show this watch to your and much time is needed to 


customers and watch it sell on sight! produce these perfect watches. 
For that reason, production is 
limited, and only 1% jewelers in 10 
can benefit from the protective 


*As long as case is unopened, crystal intact 
+Includes Federal Tax 


distribution that comes with every 
Croton time-piece. Only these few 


can benefit from our much 


NIVADA GRENCHEN a 


See order coupon on page 43. 


Distributed by 
CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 








Sier Ing 
Silver 


NEVER 
GROWS 
OLD 


Under exacting scientific control from raw silver 
to final inspection, Handy & Harman Sterling 
Silver is in a class by itself for working and finish- 
ing properties and unvarying uniformity. 


BRIDGEPORT, CONN, © CHICAGO, ILL, « 
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Porringer reproduced from original by John Coney (1655-1722) 
Photo courtesy of REED & BARTON, Silvermasters since 1824, Taunton, Mass. 


Many Sterling Silver pieces, wrought by oldtime craftsmen 
are as admired and revered today as they were when origi- 
nally created. In large part, this is a tribute to their cap- 
tivating design and superb craftsmanship. But even more 
so, it is a tribute to the medium of artistic expression — 
Sterling Silver. For in substance, in beauty, in appeal, 


Sterling never grows old. 
~ S 


HANDY & HARMAN 


82 FULTON STREET © NEW YORK 38, N. Y. 


as 


UPTOWN BRANCH—44 WEST 46th STREET, NEW YORK 36, N. Y. 
Quality precious metals since 1867 


ANGELES, CALIF, * PROVIDENCE, R.I, © TORONTO, CANADA 
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only 11/3 jewelers 
in 10 can get these watches 








“SEA DIVER” “SEAMAID” 





PREVIEW OF 1960 waterproof*styling °39"° 


1960 styling — at a low, low price! The “Sea Diver” for men and For over 79 years, quality rather 
the “‘SSeamaid”’ for ladies have chrome top, stainless steel back, 17 than quantity has been stressed 


, , , Tate) : 
jewels, genuine leather strap, and guaranteed unbreakable main- by Croton Watchmakers 
Slow, painstaking craftsmanship 


spring and balance staff. These outstanding values can be your top and much time ie needed to 
sellers — all year ’round! produce these perfect watches. 
For that reason, production is 
limited, and only 14% jewelers in 10 
can benefit from the protective 


distribution that comes with every 
{ | ve N Croton time-piece. Only these few 
can benefit from our much 


*As long as case is unopened, crystal intact 
+Includes Federal Tax 





NIVADA GRENCHEN higher markup. 


See order coupon on page 43. 


Distributed by 
CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 














Taylor’s new WILSHIRE 
« PENDANT has exclusive 
STORMOGUIDE* dial for de- 
tailed weather forecasts. Tells 
temperature, humidity. Hand- 
rubbed walnut case on brass- 
finished frame. 20” long, Wat. 
3 lb. * 2474. $27.50. 





Strikingly modern and easy-as- Taylor 


»s to read, this new DESK THERMOM- 
ETER has clear plastic front and grained 
brass shell. 314” high. Each in a box, six 
to a carton. Carton weight, 1 lb. 8 oz. 
* 5375. Each $2.75. 


Nautical flavor in brass and 
s beautifully-grained maple, 
this SHIP’S WHEEL STQGRMO- 
GUIDE Barometer hangs from 
wall or rests on its own easel. 
Case dia. 514”. 
714". Wet. 1 lb. 4 oz. #2515. 
In walnut, 2512. $13.50. 


make winter pay! 


5 Sane worse the weather, the better the profits when you stock 


Taylor Weather Instruments like these. Taylor means lots 


of profits in little display space. Markdowns and returns are 


practically unheard of! Eye-catching ... nationally advertised, 


nationally known. Taylor Instrument Companies, 


Rochester, N.Y., and Toronto, Canada. 


Overall dia. 
Green, * 5329. 





Any man’s office is a weather bureau 

*« with the new FREMONT STRMOGUIDE 
COMBINATION. Tells the temperature, 
weather, humidity. Hand-rubbed walnut 
case (9’’x 5’), aluminumfdials, brass bez- 
els, lacquered brass base. * 2572. $18.95. 


Know both temperatures 
« from inside the house with 
Taylor’s INDOOR- OUTDOOR 
THERMOMETER. 7%'’x 4” plas- 
tic case. Outdoor range from 
minus 60° to+120°F. Willow 
Sandalwood 
Gray, * 5330. Only $6.95. 








A miniature pendant with 
* a modern touch, the new 
FAIRFIELD is a decorator’s 


choice in green plastic with 
grained aluminum barometer 
dial, thermometer scale. 91/4"’ 
high, weighs 10 ozs. Green, 
* 2475, Black, 2476. $8.95. 


Handsome new PLYMOUTH STORM- 
» OGUIDE COMBINATION. Predicts the 
weather, tells heat and humidity. Natural 
maple panel holdstwin grainedaluminum 
dials, hangs on wall or black metal stand. 
9’’x 5’. Weight 1 lb. * 2573. $18.95. 


All barometers shown bere have Taylor’s exclusive altitude adjustment to give equivalent sea-level readings where they are used. STORMOGUIDE models 
have unique detailed forecasts. Only Taylor offers these two strong-selling features! Standard models made for altitudes 
to 3500 feet. For elevations from 3500 to 7000 feet, add “HA” to Catalog Number and $2.50 to price. 


*Reg. U.S. Pat. Of. 


Taylor [nslrumenia MEAN ACCURACY FIRST 
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only 1'/3; jewelers 


in 10 can get these watches 








“AQUAMATIC SEAMAN’”’ | “AQUAMATIC LADY”. 





! 


T 





PREVIEW OF 1960 self-winds °49” 


One glance is all your customers need to fall in love with these self- For over 79 years, quality rather 
wind waterproofs*! For men, the “Aquamatic Seaman” with all than quantity has been stressed 


, oe . “en by Croton Watchmakers. 
stainless steel case. For women, the “Aquamatic Lady” with chrome rs eee 
Slow, painstaking craftsmanship 


top and stainless steel back. Both have 17 jewels, genuine leather and much time is needed to 

strap, guaranteed unbreakable mainspring and balance staff! produce these perfect watches. 

For that reason, production is 

limited, and only 14 jewelers in 10 

can benefit from the protective 
distribution that comes with every 

ov O : O N Croton time-piece. Only these few 


can benefit from our much 


NIVADA GRENCHEN higher markup. 


See order coupon on page 43. 


*As long as case is unopened, crystal intact +Includes Federal Tax 


Distributed by 
CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 

















Another great forward step by the country’s 
first and finest diamond ring house! 


Traub expands its services to the fine jewelers 
thru acquisition of Schumer Bros. Co. Inc., 
Cincinnati — outstanding since 1916 for its 
individually styled diamond rings and its 
extensive line of Masonic rings. 


Both the Schumer line and the Orange Blossom 
line will be available nationally 
thru Traub’s expanded sales force. 


Now, more than ever before, Traub offers you 
completeness and exactness unmatched by 
any other manufacturer — anywhere. 


@urandge Biossom 


TRAUB MANUFACTURING CO. 1940 McGRAW PDETROtT @. Ga. 
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$250' 


The “Drake”’: 


18K dial with 12 diamonds 
17 jewels. Wi 
Suede strap 





$150) 


, The “Piien” Pe 
. 2 The “Bijou’’: ladies 
} 1 dian alate 


i 
7 At 

~ 4 
LS § 


‘ i 
an ) SiiA 


PREVI 


CROTON 


NIVADA-GRENCHEN 


Distributed by 


CROTON wartcu co. 
404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 





only i1'/s jewelers 
in 10 can get these watches 





$24.95' : $45 ' 


TA mis . TL 44 ‘? rn o 
14K gold case [he “Nursine’: nurses 


a ih ) .* ry Cc ar 
watcn Vv tf cnrome | j} Wd 
h hi taal har ( 2A rn ; 
th black Steel back. 9 jewels a ste 
Tee haal: , + - tele ry + 
ie@atner Strap penuine i@a 


Swe $45 


rr Tihae 
1Waditll WIL 





17 ‘ sie asa 
Sc, ii jewe » 7 ‘ Wade 
ra > ry + h 





EW OF 1960 variety 


CROTON NIVADA-GRENCHEN 
404 Fourth Avenue, New York 16. N. Y. 


ORDER NOW 


Use this order blank 
for watches illustrated 
on preceding pages. 


NAME AND PRICE 
SEA BLADE . 
SCORPION . 


SEA DIVER . 


[}] Send me promotional material 
eee 


STORE NAME 


|) 


- The “Aquamaid”’ 





NAME AND PRICE 
SEAMAID “ee 


{pata $24.95| 





n quantity has Deen stressed Dy 
tchmak 


Please send me the following watches from the four preceding Croton Pages: 











quality rather 


ton W nakers. Slow 

Staking craftsmanship and 
sineeded to produce thése 

‘ - vat ho ae that ro n 


All with guaranteed unbreakable 


balance staff and mainspring! 


*As long as case is unopened, crystal intact 
+All prices are retail, and include Fed. Taz 


NAME AND PRICE _Jauan. 








now.. exclusively 


FIRST GREAT PROMOTION THAT | 


the first annual All - 
from Anson...to your customers OVER 700.. | 











at St. Lucie Shores, Stuart, Florida 


plus $5,000 ESTHER WILLIAMS 
SWIMMING POOL 


ALL-EXPENSES PAID TRIP 
TO MIAMI BEACH FOR 


AO Families at the Biltmore Terrace Hotel 





— —- 
9%, BO cutie Foe 
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brings to jewelry retailing... 


GLORIFIES YOUR CUSTOMERS! 


- American Family Search 


———e eee 





. PRIZES / 








. 
. Det cen Ae Mee 
, ~~ 
ve ee 
te FS 
= . 


A giant operation to enrich your 





store by bestowing the greatest of 


honors to the entire families of your 





customers! 





Millions of dollars will be poured into 
the newest and most exciting of all 
national promotions! 

Anson — and only Anson — has had 
the alert promotional aggressiveness to 
capture this tremendous opportunity 
for you. 

The All-American Family Search 
will seek out the family that most 
represents the American way of life. 
It will pinpoint its effect locally be- 


$700 AMANA 
FREEZER AND 
REFRIGERATOR 
1 a el 


al 


~~ 
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tits 


cause there will be big, rich prizes for 
families in every state! 

Most of all, you and your store will 
be the rallying point of all the excite- 
ment — the source of eligibility, the 
magnet of eager people wanting, 
hoping to win this fabulous honor, 
fame and fortune! Because the only 
way any family can enter is by getting 
an entry blank at your store! 

Traffic, of course, will swell! And so 
will your sales! 

Because Anson has created new, per- 
tinent, inspiring jewelry that catches 
the high-pitched emotion of this in- 
spired idea. It appeals to every man 
and woman who loves America. 


























$750 COMPLETE 
GROLIER LIBRARY 
CONTAINING 102 VOLS. 











Anson’ 
S 
person-to-person promotion 





ti 
a ee builds the sale 


a8 
rom customer's 


Dear Friend: 


You can own @ $10 ,000 vacation home in Florida FREE} You cen 
take a family trip to Miami Beach FREE: You can have @ $1 ,000 
pond FREE: 


Here 'S how -- 


Yours is 30 American family. if it is the 1957 "a,1-American 
Family, fame and fortune and prizes are yours 


Here are & few more of the fabulous prizes you can win: 


* Esther Williams Swimming Pool 

* Complete Grolier Library of 102 vols. 
* Mink Stole 

* Amanse Freezer 

* Plus 2 host of other yaluable prizes 


On behalf of Anson Men's Jewelry, We are helping sponsor the 
First Annual tay1-American Family” search -- @ search for the 
most All-American Family. 1% may ve yours: 


4g Chances to Win: 


One winning femily will pe selected from every One of the 48 
states and the District of Columbié. Tese 49 families will 
then spend en ali -expenses-paid weet at Miami Beach. ‘There, 

the national Ail-Americean Family will be selected for the grand 
aational prize; other prizes will be awarded to the winning fam- 
jlies from all the other States. . 


The Family Search will be fully covered bY home -town and na- 
tional newspapers » magazines » radio and television. Juages 
will: be aistinguished jeaders in the fields of education, re- 
Ligion, and civic affairs. 


Tt's easy: Come in right away and pick uP your free entry 
blank so you can be eligible. 


Yours very truly> 


STORE NAME AND ADDRESS 
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every step of the way 
mailbox to your cashbox! 


Your Anson distributor will put into your hands (at the low, money-saving 
printer’s volume price) letters and envelopes that really wake up and shake 
up a customer! You sign ’em, you send ’em! They tell about the Anson All- 
American Family Search! They really pull in crowds of customers for your 
entry blanks—for your offer to enrich them, make them famous! 











free! 


This hard-working, hard-selling, 

hard-to-equal combination Entry 

Blank Dispenser and Display. A 

) - handsome piece of smart salesman- 

ALL AMERICAN ship to focus every eye on your 

FAMILY SEARCH aia = counter! Order them from your 
: =e! — distributor! 


WIN 





| 
: : 


ENTER wy: 
“ALL AMERICAN FAMILY’ SEARCH | \\)) 


window im “ORTHNG 
wal | O e | ‘Fee our fascinating - Aprson UA. Collection 





Streamers and displays tell the town it’s YOU that 
may make some fabulously lucky local family the 
winner—the ALL-AMERICAN FAMILY of 1957! 
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ANSON CAPTURES THE SPIRIT 


The Anson U.S.A. collection... 





THIS AD 

APPEARS IN 

N. Y. Times Mag. 
April 7 

Sports Illus., April 15 
Esquire, May 





THIS AD j 
APPEARS IN | 


Sports Illus., April 29 


N. Y. Times Mag. | 


May 5 
Look, May 28 


Esquire, June 





Fram the Areor U.S.A Collection. 


THE WAR OF INDEPENDENCE 


toid in inspired links and clips! 


PAL, BEV ERE OF OO 


roe 


Sa | 


SoS ORAM THR TOD K & RO 


KCREATC BERK. BROOD 
_oenicne a 





Aetoncint we Buckar HR ged tee Laverty Bek. : 
fRoP wes ApRsk both 











From the Anson U.S. A. Collection... 


recaptured in smart, new finks and clips! 





SPIRIT OF AMERICA 








THIS AD 





APPEARS IN 


N. Y. Times Mag. 
May 12 


Sports Illus., May 13 
Collier’s, May 24 





THIS AD 
APPEARS IN | 


N. Y. Times Mag. | 
March 24 | 


Look, April 2 


Esquire, April 
Collier's, April 26 





Feom the Anson UU S A Colmctior 


AMERICA TODAY 


fashioned in saurited imks and clips! 


SHCRERCEADR 68 5 


SS wa. 
PACT emae ve Poeneestones cite 
ran: SOE ; ,, 


SIS OSH --Yprotn 








From the Anson USA Cotiectes 


LANDING OF THE PILGRIMS 


Authestic Plymouth Rock Formation Scvipturss 
~% reev tn BOSCH 69 oe * we TM Ororle ero” 
ne gage 


eat tenoodenanaaiaer 


3 At artcen oom Faderal ‘ox 


~ 
Nein 


ER BF We DENK  « 
CRRADA UTD *HRODNTS Cao 
Seer? <ecetor 


Tae Ae 
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AND POWER OF AMERICA IN 
the Anson U.S.A. campaign 


THIS AD © THIS AB (GuaGaaa 





rite 








APPEARS IN From the Anson U.5.A. Cotectior APPEARS IN fs From tre Ansor UGA. Cotection i 

, VICTORY AND FREEDOM . | THE AGE OF DISCOVERY ~— 

N. Y. Times Mag. EAs ai : N. Y. Times Mag. | ‘ ¥ 
portrayed in treasured links and ciips reborn in links and clips! 
April 21 : ee March 10 | Se 









Look, April 30 
Collier's, May 10 


Collier’s, March 15 | 

















every ad appears on a display for your counter! 





ANSON’S AD CAMPAIGN IS “OPERATION SATURATION”! 
19 insertions in 11 weeks...in such magazines as 
LOOK COLLIER’S ESQUIRE 
SPORTS ILLUSTRATED N. Y. TIMES MAGAZINE 











CALL YOUR ANSON SALESMAN TODAY! 





JEWELRY FOR MEN 
24 Baker St., Providence 5, R. ft. 
Anson Canada, Ltd. Toronto, Can. 
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Selected and Serviced hy Leading Wholesalers 
savant _BARROWS - 


BAND OF 
THE MONTH 

















Men's bands are made in many handsome de- 
signs with straight or curved ends to fit any 
style watch. 





Ask your wholesaler to show 
you our complete line of men's, 
ladies’ and children's watch- 


pends ond expansion ident. | /Amlaeanal a ane M BARROWS FINE CROSSES ARE MADE 
‘apaiiaiimnaiaiiies IN MANY SIZES AND STYLES. 10K GOLD 


WATCHBANDS INC. _ AND STERLING SILVER. 
NORTH ATTLEBORO, MASSACHUSETTS H. F. BARROWS CO. @ ‘Moscchuserss: : 











QUALITY JEWELRY 
FOR 75 YE 

| NOW NATIONALLY 
mm ADVERTISED IN 
LIFE AND ESQUIRE WN y .% | 
TO HELP YOU < SSe =. 


Remembrance 
Bracelets 


ina wide variety 
of chain designs 















aa Available in ” Baie ' 
~ Sterling Silver * 1/20-12 K.G.F. INCREASE YOUR a _ | a on ‘| 
‘> “s ihe) Gieltomme s 4 - SALES i 7 4 : i. , 3 ' 
” This genuine Onyx in i aepcer sii: 
f Sterling Silver set re- isk 
tails for $15.00. Eaquite 
rab 9 
v1 SOLD THRU LEADING WHOLESALERS - an 
AUTOMATIC CHAIN CO. ¢ Providence, R. I. 
NEW YORK + CHICAGO + LOS ANGELES 
RIPLEY & GOWEN CO., INC., Attleboro, Massachusetts 














MASON 


age OH Fon the Fewelen 


12 kt. G.F. Pen or pencil retails at $6.60 @ 
ea. F.T.1. 14 kt. G.F. Pen or pencil retails @ 
at $8.75 ea. F.T.1. Solid 14 kt. gold Pen or 
pencil retails at $50.00 ea. F.T.I. Sterling 

Silver Pen or pencil retails at $6.60 ea. 
F.T.1. 
Mechanically guaranteed for life. Smartly 
gift packaged, eye catching display pieces 
— complete merchandising aids. Write for 
the name of the Cross select wholesaler in 
your territory — and our 1956 Buyer's 
Guide for the complete story on the entire 
Cross line. 


mailing box. 


Exceptional strength, 

sturdy construction and 

light weight make Mail- 

Master the ideal mailing 

Wfsttn far ‘Mie. box for fast, easy ship- 
trated catalog ping. 


with prices of all 
Mason MailMas- 


zat TH OW. Box co. 


523 MT. HOPE STREET 3 /, eoescccccce BE en een 


ATTLEBORO FALLS, MASSACHUSETTS Sia | PAR emo n eronbe- 
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HOW TO 


ENCHANT HER 


cast a spell that glorifies your sales, not your investment 


CHARM HER 


spin inventory magic with your wedding ring tray 


BEWITCH HER 


use the potent formula that banishes losing 











months 





Sell her diamonds 12 months a year! 
here’s how with COLUMBIA TRU-FIT DIAMOND RINGS 
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ENCHANT HER 


with the elegance of Designer’s Group that trades up 


your store —not your overhead! 


Columbia’s Designer’s Group is a totally new, thoroughly 
exciting and unique approach to the merchandising 

of popular-priced rings. It dramatizes your merchandise in 
a completely imaginative manner, creating an 
atmosphere of elegance and a “custom tailored look” 
never before associated with popular-priced 

diamond rings. It enhances your reputation as 

a diamond authority and gives diamonds dramatic 
top-of-counter display. You'll actually h. 

the designer’s original sketches to show your customers! 
This is your greatest opportunity to trade-up 

your entire operation and yet, do it all without a big 


investment in merchandise! 


Columbia Designer’s Group Diamond Rings 
Bridal Sets and Duette Sets, to $300 at retail. 


only Columbia tru-fit Rings have 
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CHARM HER (him, too!) 


with Duettes you can size 


and cut your wedding ring inventory 85% 


Columbia’s ingenious combination of built-in, 

self-adjusting Tru-Fit and front-centered designs make it 
possible for you to let only 24 styles do the work 

of 192 rings! Reason is you need just one size per Duette style, 
since Columbia Duettes can be sized up or down 

without disturbing the design. Your inventory 

and investment are kept to an absolute minimum 

while you reap the rewards that come 


from stocking styles to please every taste. 


COLUMBIA DUETTE Wedding Rings 
for Him and for Her in 

14 kt. Gold, some with diamonds. 
All with self-adjusting Tru-Fit 
that conforms to the shape 

of the finger, providing true 
comfort and security. The 
whole design is self-centered, 
always in view. 


From $15 up at retail. 


Guardian Angel to clinch the sale 
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BEWITCH HER 
WITH FORMULA D. I. 


and make every month a profitable month! 


Columbia’s Formula D-I is a positive, proven, 
year ‘round plan that makes every customer who walks 
into your store a potential diamond customer. 
It works 12 months a year to help you take advantage of the 
vast, unexploited diamond ring replacement market. 
Its introductory success was so overwhelming, 
we've expanded and furthered this dynamic 
merchandising plan to take in every avenue 
to sales success in ’57. With Formula D-I, \ 
we guarantee you'll put those losing ~ 
months into the black once and for all! 
. 


I 


>* 


COLUMBIA DOESN’T MISS A TRICK IN Vy 
& , 
HELPING YOU SELL HER DIAMONDS \Y A 
12 MONTHS A YEAR WITH: 


A complete, new program of TV and Movie > 





Films that demonstrate and sell 


) *, 


Magnificent Packaging that sells-on-sight : 


bridal market 


Dramatic Window and Point-of-Sale 


National Advertising keyed to the , of 
| 


Displays 


Q 


\ 
_? 


Provocative Mail and Package Enclosures Af a= 





Imaginative Newspaper Mats 


Ideas and Aids Unlimited for every 


Columbia style 














COLUMBIA TRU-FIT DIAMOND RINGS 


A Division of AXEL BROS., INC. « 134-20 Jamaica Ave.. Jamaica 18. N. Y. 
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Medals ° Religiouw 
cious! 


Because NIEL KRAFT IS Uniquedn design 


Rosaries 





¢ Packaged and Priced for Quick Turnover 


¢ Sold and Serviced only Throngh the finest 
Wholesalers Everywhere 


¢ Ask your wholesaler to show you the 
beautiful NIEL KRAFT line right away! 





Typical Niel Kraft Values | : 4 


ee ea . 








Genuine rock crystal rosary 

mounted on sterling silver. Com- 

plete with gift box as illustrated. 
No. 500 Retail $11.95 





NEW YORK 
Irving Reiss 

105 Chambers St. 
New York, N. Y. 


CHICAGO 
Jerome J. Hochberg 


29 East Madison St. 
Chicago 2, Illinois 
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Bride's Prayerbook in gold, 
stamped simulated whité 
leather with sterling mounted 
imitation pearl rosary. 


No. 20 Retail $14.95 


Division of G. Klein & Son 


105 Chambers St. 
New York, N. Y. 


55 Cromwell St. 
Providence, R. |. 











PHILADELPHIA 
Paul M. Stern 


203 Washington Square Bldg. 


Philadelphia 6, Pennsylvania 


LOS ANGELES 

Jack Klein 

448 South Hill Street 

Los Angeles 13, California 
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CANOPIES — Kawneer all-aluminum canopies are not only GLAZING SASH—Recessing the window area of a smaller 
smart appearing but also provide sidewalk protection that store provides standiny room off a busy sidewalk and encourages 


Graws people to your window. closer examination of the merchandise in the windows. 





METAL MOULDINGS AND FACINGS—Picture framing the ENTRANCES A trim, attractive Kawneer entrance invites cus- 
whole front with long-lasting, colorful porcelain enameled tomers. It can be doubly effective with push and pull bars on the 
Kawneer Zourite makes a dominant visual unit. door illustrating your name or business. 


Kawneer manufactures practically all the aluminum products used 
in.a store front—the glazing assemblies, entrances, doors, canopies, 
facing materials, sign backings, trim and bulkheads, showcase 

doors and special products. Each Kawneer product has been 
designed to play an integral part in making the modern 

store front a powerful selling force. Each blends perfectly with 

the other to contribute architectural harmony of 
appearance. With the versatility of Kawneer 
materials, you can have an appealing, sales- 
building, new front in any price range, for 

any type of store, old or new. 





Kaw ne J & ARCHITECTURAL 


General Offices 
6 oe ae oe mMiis¢ H | GA WN 





THE KAWNEER COMPANY CONSISTS OF A NATIONWIDE NETWORK OF STRATEGICALLY LOCATED SALES ENGINEERING OFFICES, FACTORIES AND WAREHOUSES: 
EXECUTIVE OF FICES—Niles, Mich. FACTORIES—Berkeley, Cal., Lexington, Ky., Niles, Mich., Toronto, Ont. 
WAREHOUSES—Atianta, Ga., Brooklyn, N. Y., Cambridge, Mass., Chicago, III., Dallas, Tex., Los Angeles, Cal. 


SALES ENGINEERING OFFICES: Chicago, III. Dallas, Tex. Kansas City, Mo. Minneapolis, Minn. Philadelphia, Pa. Pittsburgh, Pa. Sacramento,Cal. Toronto, Ont. 
Albany, N.Y. Berkeley,Cal. Buffalo, N.Y. ™ Cincinnati,O. Denver,Colo. Los Angeles,Cal. New York, N.Y. Phoenix, Ariz. Richmond, Va. St. Louis, Mo. Havana, Cuba 
Atianta,Ga. Brooklyn, N.Y. Cambridge,Mass. Cleveland,O. Detroit, Mich. Memphis,Tenn. Oakland, Cal. Portland, Ore. Seattle, Wash. Wichita, Kan. 


Cyy 
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A POWERFUL 
NEW SELLING FORCE 
FOR YOUR BUSINESS...A 


RAAWNEER 





STORE FRONT 


Send this coupon 

now for your free copy of the 

new Kawneer 16-page book, 

‘How to Modernize Your Store Front."’ 


This new book, profusely illustrated with examples, describes in 
detail what can be done to modernize various types of stores from 
the narrow, middle-of-the-block store to the large three and four 
story store. A step-by-step ‘‘how-to-go-about-it"’ procedure is 
also included. 
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(pays for itself) 


An attractive store front increases sales 
because it builds store traffic. It can be a 
24-hour salesman for you. It will be responsible 
for a major portion of your advertising 
effectiveness. A handsome Kawneer Store Front 
has a quality eye-appeal that will give people 
confidence in you. They like to shop 

in prosperous, successful appearing 
establishments. Therefore, a new store front 

is one of the soundest, self-liquidating 
investments you can make. Kawneer can cite 
case after case of merchants who have 
modernized and reported sales increases of 

10% to 25% and many times more. Profit from 
the increase in business helps to pay for the 
new front. Investigate now the profit 
opportunities a new Kawneer Store Front can 
bring you. Send the coupon or write for 

the complete 16-page book, “‘How to 
Modernize Your Store Front.” 


Kawneer Company 
Dept. JCK 
Niles, Michigan 


Please send me a copy of your new book, “How to 
Modernize Your Store Front.’’ 


NAME 





TITLE 





STORE 
STREET 
CITY. ZONE____.._STATE 
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are we 
still waiting 
for your 
questionnaire ? 





QUESTION 1) MERCHANDISE LINES QUESTION 2 NUMBER OF EMPLUiag 
id 


































































































| (This question is in two parts) How many full-time, paid employees work r 
in your store -- not counting the owner? ce me ae re 
Which of the following lines How is your business 
do you carry? fivided among those lines you va » 
Check either the “yes” or “no" } carry? . 
« vox after each category listed. Of those categories you QUESTION 3 GROSS .t-s RS 1s 
| marked “Yes estimate and 
. write down what percentage What are your total annual gross sales? Check the volume ae 
= | of your total annual sales category into which your store fits. sd 
“ | each accounts for, » 
ey [] Under $20,000 [] $100,000 - 299,999 e 
~ Diamonds & precious stone jewelry... ccccceserecs % 
yes (J no () []$20,000 - 29,999 [}$300,000 - 499,999 = 
~ 
™\ Metehee & chests. esl) BO TF)... ccoccocvsssesses % [$30,000 - 49,999 [] $500,000 - 999,999 e 
° 
» Plated silver (flatware & []}$50,000 - 99,999 [J] over $1,000,000 = 
hollowware). Dar ORs ~cedscensoceneeee % in 
w Sterling silver (flatware & : = 
= hollowware). "5 | & awe Ten Emee aee % QUESTION 4 CASH OR CREDIT = 
4 Stainless steel flatware. yes [] MOT] wccccvccces % How is your annual sales volume divided between CASH sales = 
and CREDIT sales? 7° 
™ Fine jewelry (over $25), other 4 
2 than diamonds and precious % of our dollar volume is in cash sales. 
- stones, yes[) ROT} =—s cevseccessesoses % ~ 
- *% of our dollar volume is in credit sales, 2 
Jewelry under $25, including all 
z costume jewelry Vesl] Mol) seccecccvesecess “ Check each of the credit plans you use in your store: 4 
os 4 
China & glass tabieware. yes] mo () weseseeuees % (Jregular charge account, payable in 30 days ” 
=i []90-day budget charge account - 
o Small electrical appliances [) layaway (periodic pre-payments) a 
(shavers, toasters, coffee C] installment plan, payable over a period longer than 3 months 
or makers, radio & small tv id 
os sets, etc.) yes(] BOTS vebeonesseuewaoks % ™ 
wm nn 
Personal leather goods (wallets, QUESTION 5 MONTHLY BUSINESS 4 
= purses, toilet kits, handbags, 
- etc.) Feet) sell =~ —=—sC_ ws ve ccevcescveses % What percent of your total annual business is done in each ro) 
of the months? 5 
— Giftwares (including figurines, ash- 
trays, etc., and other gift items, January % July % = 
: such as pens & pencils, binoculars, February 7 August % a 
lighters). as eee. -.. suebecatieos seas % March ~~? September % ~ 
- April % October * 9 
a Watch & jewelry repairs. FOOT RO FT cccccevecese ™ May November % m 
a June % December % = 
TOTAL -~- 100 PER CENT 2 
- TOTAL =~ 100 PER CENT m 
- Sign below if you wish advance release on results of this survey. 
a 
I would like you to send me a pre-publication, advance copy 
ot »f the results of this survey (and return this sheet to me.) 
‘ X 
. . . . 7 
® Last month you received a questionnaire from We want very much to complete this job for 
2) r : 
JC-K. It was designed to help us unearth valu- you soon. To do so, we must have a volume of 
‘ ; hd € " By bd 
able information for you. returns soon. 

Our editors will analyze this 
tell cyst a3 < e eo an then If you have put off filling out your question- 
eil you how retail jewelers throughout the coun- : 

: ' 8 naire, we want you to know that we are still 


try, in stores of every size, divide their business 

among their various merchandise lines. You will : 

then be able to see how your own operation com- Please came wae Tow senna Nenedenty. 

pares with that of other jewelers — nationally Please do it now. 

and in your area. If you have misplaced the original question- 
Because jewelers were busy with Christmas naire, we will be happy to send you another copy. 

business, many did not return their questionnaires. Just send your request to: 


eager to have you return it to us. 


The Jewelers’ Circular-Keystone 
Editorial Department 

Chestnut and 56th Streets 
Philadelphia 39, Pa. 
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CHATHAM CULTURED 
EMERALDS 


Chatham Cultured Emeralds are as beautiful as those 
quested after by kings to royally mark their queens. 

As beautiful as those that every woman desires, and 

they are so much like natural emeralds they have 

baffled many experts. They are available in all shapes, 
sizes, and different qualities at prices considerably 

less than the cost of natural stones. You've read about 
these marvels in Collier's, Fortune, etc.; Chatham Cultured 
Ermeralds are now available to you through Ipekdjian, Inc., 
of 580 Fifth Avenue, N. Y. C. Write today for the brochure 
telling the complete story of Chatham Cultured Emeralds. 


IPEE DJIA, Sake 


EXCLUSIVE DISTRIBUTORS of CHATHAM CULTURED EMERALDS 
580 FIFTH AVENUE, NEW YORK 36, N. Y. ° JUdson 2-0813 


Hong Kong Tokyo Bangkok 
London Manila Antwerp 
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THE WORLD'S Nye Honored WATCH 


TEN WORLD'S FAIR GRAND PRIZEs * 28 GOLD MEDAL AWARDS 









> eee HIGHEST HONORS FOR ACCURACY FROM GOVERNMENT OBSERVATORIES 


In 1957 Longines will inaugurate a long-range Pageant of Progress 


revealing, as and when they can be revealed, dramatic innovations in 
watchmaking made possible by the breathtaking advances in science, 
technology and the arts. Some of these Longines innovations are still in 
research or engineering stages; others are being proved in prototypes 
by years of actual use; some of proved value will be introduced in the 
new Longines lines for Spring. Yesterday, today and tomorrow, the name 
Longines on the dial of a watch symbolizes the ultimate in perfection 


in contemporary watchmaking—truly, the world’s most honored watch. 


Longines Vitdnaur Veale Company 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


NEW. FORK bd MONTREAL . GENEVA 
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HE GOOD IS NOT ALWAYS the 

enemy of the best: Women who 
wear muskrat, skunk or rabbit are not 
to be eliminated as prospective pur- 
chasers of mink, according to Leo Rit- 
ter, high-style furrier. “Substitutes,” 
he says, “merely whet their appetite 
for the real thing.” 

This quirk of human psychology has 
its counterpart in the jewelry business. 
Synthetic stars, beautiful though they 
are in their own right, constitute no 
real threat to the sale of genuine sap- 
phires and rubies. Quite the contrary. 


When greeted with the comment 
How beautiful your stone is, milady 
eventually (a) exhausts both patience 
modesty 
hasn’t got, (b) becomes embarrassed 
repeating a white lie, or (c) finds her- 
self hopelessly confused trying to re- 
member to whom she has said what. 
She may wind up by wanting---and 


and disclaiming what she 


perhaps getting—the genuine article. 
And of course, there are the lofty 
minded who scorn petty evasions and 
who must have the genuine or nothing. 
Regardless of motives prompting 
personal preference, the fact remains 
that it takes an expert to tell the gen- 
uine from the synthetic. The 


thetic’s beauty is usually just as great. 


syn- 
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and because it is less costly and is han- 
dled and displayed by more dealers, 
the public becomes acquainted with a 
sem category of whose éxistence they 
might not otherwise be aware at all. 

Actually the two kinds of stones are 
arms), 
promoting the common good of both. 
They are allies, not enemies. 


companions-in-arms (or on 





 Premietesc AND DUST authenticate 
‘the age of the old vintage bottle, 
but they have to be cleaned off. Can 
this be done with true elegance and 
refinement ? 

The modern ultra-ultra hostess uses 
a mink duster with a_ gold-colored 
with rhinestones. 


handle encrusted 


Costs ten dollars at Altman’s. 


i YOUR HEARING too acute? 
If noise bothers you, you don’t need 


to blame your nerves or your age. 


NX 
(Mi? 
<) 


SPEAKING OF THE JEWELRY TRADE 


According to who count 
decibels, cities are more raucous than 
they used to be. Diesel trucks and 
busses outthunder the old trolley, and 


sport cars and hot-rods outsnort the 


experts 


obsolete horse. 

Tests made at Angeles by 
U.C.L.A. prove that city is four times 
noisier than it was 20 years ago. Ac- 
cording to the report, if the rate of 
increase holds for another 20 years, 
the racket will be “virtually lethal.” 

Methods are suggested, if not to 
reduce the noise, at least to make it 
unbearable. Remember the old- 
fashioned ear-plugs? While we're at it, 
let's with 
wear them proudly! 


Los 


less 


set them rhinestones and 


VER THE YEARS innumerable 
theories have been advanced to ex- 
plain how diamonds are formed by 
Nature. Few have been so strange as 
the one we came upon recently in 
doing some research. This theory was 
published in the Scientific American 
of January 3, 1880. 
It appears that a frog belonging to 
a certain Dr. Fletcher escaped from 
his frogarium and was later found 
behind a register, starved to death and 
shrunk to half his size. 
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Tue doctor dissected him and com- 
ing to the lungs, found them clogged 
with thousands of black crystals which 
looked like coarse gunpowder. Under 
the microscope they presented regular 
facets with smooth surfaces and the 
same angle of crystallization as the 
diamond. On being burned, they gave 
off carbonic acid, revealing themselves 
as pure crystals of carbon, such as 
diamonds are. 

The doctor theorized that in ages 
gone by, the huge reptiles of the 
antedeluvian period, under 
circumstances similar to those under 
which the frog died, may have formed 
large crystals of carbon in their lungs 
which were eventually transformed 
into hard and lustrous diamonds. 


dying 


667 FAD I THREE EARS I'd hear 
thee!” cried the distracted Mac- 
beth to the apparition. 

It’s doubtful if a certain Los Angeles 
jeweler was thinking of the Bard when 
he advertised earrings “three for a 
dollar.” 

No doubt he meant three pairs for a 
dollar, but when a puzzled old lady 
ventured to suggest that she didn’t 
think there were many people in the 
whole of California with three ears, he 
revised the wording of the offer. 




















ORES HIS WAY right back 

again: Strange sounds coming up 
from the sidewalk in front of a 
jewelry store in Genoa, Italy, caused 
passersby to summon the police. 

The area was blocked off and 
patrols with flashlights searched the 
sewers. 

They found Egidio Gazzano, 76 
years old, patiently boring a hole by 
candlelight into the jewelry store. He 
was well known as “the king cf the 
sewers,” and had spent more than 
half his life in stir. 

The officers greeted him as an old 
friend and escorted him right back to 
his former cell. 


( N NOVEMBER 13, 1956 the 
Evening Star, Washington, D. C. 
published this warning: 

Do tighten your earrings when 
going out into the cold from a warm 
room. Your ears contract and off slide 
the earrings! 


ANESVILLE, WISCONSIN points 

with pride—ball-points, that is. 

All but one of the nation’s 37,000- 
odd post offices are equipped with 
plastic ball-point pens that cost the 
government 13 cents apiece. 

The Janesville post office is the one 


—Te™ 











"What do you mean you'll think it over?" 


exception. The Parker Pen Company 
is located there. 

Postmaster Leo J. Ford secured 
special permission to outfit his office’s 


public desks with the _ relatively 
luxurious ($2.95) Jotter ball-point 
pens, product and gift of Parker. 
Two standard customs of all post 
offices are followed, however: signs 
are posted proclaiming a $500 fine 
for theft of the pens, and the pens 
are chained to the desks to thwart 
absent-minded “borrowers.” 





REEPY 
southern Mexico don’t shy away 
from bugs: they wear them on their 
necks. 
Fashionable senoritas have elevated 
the megazopherus chiliensis (beetle to 


CRAWLERS: 


Girls in 


most of us) into the category of 
Things Beautiful. They tie him to a 
silver chain attached to a brooch and 
let him crawl over their neck and 
shoulders to his heart’s content. 

He can live, so they say, for a year 
without either food or drink. At the 
end of that time .. . well, he has had 
his little glory. 


IS RIGHT HAND had not forgot 

its cunning: Otto Weed, formerly 
a watchmaker and now a New York 
cop, got a chance recently to exhibit 
his old skill and at the same time help 
save a man’s life. 

He received a rush call from the 
head of the city’s Emergency Police 
division to come to a certain street. 

Someone had dropped a long brass 
curtain rod from the window of an 
apartment house, and the rod had 
struck a pedestrian on the head. Weed 
found him with two feet of the rod 
sticking out the top of his head and 
18 inches protruding from his mouth. 
The unfortunate victim could be 
neither sat up nor laid down for trans- 
porting to a hospital. 

With a small saw Weed cut the rod 
so that only a few inches protruded 
at either end. After that the man 
could be placed in an ambulance. In 
the hospital the rest of the rod was 
extracted. The man recovered. 
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Many a good retail store, doing a 
steady average business, has devel- 
oped into a real money-maker—after 
a thorough modernization with a 
Pittsburgh Open-Vision Store Front. 
Modern-thinking people are more 
apt to shop in an atmosphere which 
is also modern. They are attracted 
by bright, up-to-date shops where 
they expect to find the latest mer- 
chandise. All of which adds up to 
greater profit for the merchant who 
keeps in step with the times. 

This lovely shop, Callan-Major 
Jewelers, Binghamton, New York, is 
an excellent example of modern store 
design. The display cases are ideal 
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PAINTS + GLASS + CHEMICALS 
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PLATE 











in size to display small merchandise. 
These cases tend to draw the passer- 
by right in to the open-vision en- 
tranceway, which features a Hercu- 
lite® Plate Glass Door with two Her- 
culite Sidelights. Carrara® Struc- 
tural Glass and Pittco® Store Front 
Metal are also used in this smart 
shop front. 

For more information on Pitts- 
burgh Store Front Products and 
Pittsburgh Store Front design, just 
send in the convenient coupon. We 
will send you our free store front 
booklet, “How To Give Your Store 
The Look That Sells.” There is no 


obligation. 


BRUSHES + PLASTICS + FIBER GLASS 


GLASS 


COMPAN Y 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


Give your store more al traction } Power Z 


.- with a Pittsburgh Upen-Vsion Store Front! 


Se 
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Pittsburgh Plate Glass Company 
Room 7148, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pa. 


Please send me a FREE copy of your 
store front booklet. 





THE 
NEXT 
FIVE 
YEARS 
IN 


JEWELRY 


by R.G. Seymour 


The jeweler should look at his own business in 
light of the facts in this frank discussion of the 
changes within the jewelry industry today. 

This article was prepared for JC-K, based upon 
a talk presented by Mr. Seymour at the National 
Wholesale Jewelers’ Association convention in 
Chicago. Herein is presented a startlingly honest 
picture of the respective roles played by the man- 
ufacturer, the wholesaler and the retailer in the 
jewelry field today. 


The long-run trends that are maturing in the 
field of distribution today have significant im- 
plications for jewelry wholesaling, retailing and 
manufacturing. We can best observe these trends 
when we look beyond the day-to-day detail of the 
business and seek to identify the influences which 
are gradually shaping and reshaping the char- 
acter of this business. 


Basic Truths About Jewelry Wholesaling 


Let us consider the wholesale jeweler. He is 
subject to a unique combination of forces, some 
from the manufacturers’ side and some from the 
retailers’ side. Being a middleman in the truest 
sense of the word, he must serve both sides, as 
well as master the forces arising out of the dy- 
namic nature of wholesaling itself. These are the 
prices of success. 

On this concept, can it not be accepted as true 
that the next five years for the wholesale jeweler 
will be determed primarily by the trends affecting 
the manufacturer suppliers on the one hand and 
the retailer customers on the other? If the answer 
to that question is yes, and I believe that it is, 
then we can get a look at the future of the 
jewelry wholesaler by observing the changes af- 
fecting our suppliers and our customers and seek- 
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Mr. Seymour, a graduate of the University of 
Idaho, has spent 10 years in business and three 
years in university work. He received his doc- 
torate in Economics at the University of Lllinois. 
He joined that university’s Bureau of Business 
Management in 1950 as a marketing specialist. 
In 1952 he became its director. 

At present Mr. Seymour is on leave of absence, 
acting as consultant with the International Co- 
operation Administration. He is conducting sem- 
inars in marketing and management throughout 
Western European cities with the European Pro- 
ductivity Agency whose headauarters is in Paris. 
He will return to the United States in Septem- 
ber, 1957. 














ing to evaluate their influence upon jewelry 
wholesaling and the firms in that industry. 


From the Manufacturer’s Side 


Marketing today is in the “era of the consumer 
franchise.” This is the age of the strong national 
and regional brands. 

At one time American distribution through the 
familiar pipeline from manufacturer to whole- 
saler to retailer to consumer was a gravity sys- 
tem. The manufacturer sold to the wholesaler, the 
wholesaler to the retailer, and the retailer to the 
consumer without much of a head of pressure 
being built up. 


Tremendous Pressure on the Pipeline 


Today, however, the marketing machinery op- 
erates by pressure. The manufacturer not only 
puts the goods into the pipeline by means of sales- 
men and trade advertising, but he pushes them 
through with dealer promotions, point-of-sale 
materials, incentive programs for dealer sales- 
men, and so on to help the wholesaler and retailer 
to move the merchandise. At the same time he 
is at the other end of the pipeline creating a 
vacuum into which those goods are strongly 
drawn. That vacuum is created by continuous, 
assiduous magazine, newspaper, radio, TV direct 
mail, and outdoor advertising to build up brand 
knowledge, brand acceptance, brand preference, 
and even brand demand at the consumer level. In 
other words, the manufacturer is exerting strong 
forces at both ends of the pipeline. 

From the manufacturer’s point of view the 
retailer is no longer necessarily the purchasing 
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agent for the consumer, and the wholesaler the 
purchasing agent for the retailer. To a significant 
degree each is sales agent for the large manu- 
facturer. The manufacturer views the wholesaler 
and retailer as channels to reach the consumer 
with his product. He views their gross margins 
as what he pays them to “deliver the goods.”’ 

This is evident in typical pricing practice. The 
manufacturer of a product with brand acceptance 
in a majority of cases sets or suggests the retail 
price at which the product will be sold. In his 
pricing setup he determines the discount to which 
the wholesaler is entitled for performing his 
services and similarly the discount for the retailer. 
Then he enforces or seeks to enforce this price 
convention by méral suasion, by various types 
of price administration procedures, or by resort- 
ing to resale price maintenance contracts. 

The Grey Advertising Agency in its excellent 
publication, Grey Matter (May, 1956) clearly 
pointed out the manufacturer’s dominant position 
in distribution by stating that whereas the retailer 
and wholesaler “once controlled the marketing 
machinery, it is now largely in the hands of the 
manufacturer.” 

This era of the consumer franchise is notable 
for the fact that the manufacturer takes over 
more and more of the selling and distribution 
functions, once performed by wholesalers and re- 
tailers. This is particularly true of the advertis- 
ing function but it extends also to sales training, 
product guarantees and adjustments, and, as we 
have mentioned above, pricing. Many consumer 
products are “pre-sold” by the manufacturer; 
and retail selling is conspicuous by its absence. 

As the manufacturer takes on additional sell- 
ing and distribution functions it must follow that 

PLEASE TURN TO PAGE 98 
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People are talking about... 


The Name Designers 


Who Propose 


Fashion 


BARBAS—HE'S "MR. BOSS" 


Raymond Barbas is head of the house of 
Patou and president of the “Chambre Syndi- 
cale” which looks after the interests of the 
big Paris dressmakers. He’s also president 
of another group which comprises no less 


than 40,000 “little” dressmakers. 


Barbas is good-looking, affable, affluent, 
and understands Americans. Jean Patou, his 
late brother-in-law, called him “my Ameri- 
can eye.” The press calls him Charles Boyer 
or Bluebeard depending on whether he does 
or doesn’t let them in to see some collection. 
Respect for the fashion press, however, is 
a tradition at Patou’s. This house was the 
first in Paris to hold an opening exclusively 
for reporters and editors, with their initial 
collection back in 1914. Patou was also the 
first to import American models to show 
French clothes. The house is famous for its 
perfume, too—“Joy,” called the costliest 


essence in the world. 


the first of a series by Dorothy Dignam 


WHAT does a jeweler want to know about 
fashion and how long will it take to gulp it down? 


These are good, sound questions and here are 
some words and pictures that may help. 


Meet some of the personalities concerned with 
couture on both sides of the Atlantic. These de- 
signers don’t make fashion: they propose it. 
Store buyers, dress manufacturers, editors, and 
a few women in each community who have fash- 
ion initiative and will wear the new clothes, give 
vush to a major change until it gets going under 
its own steam. 


There is no longer any argument nor oratory 
over America being just as good as Paris and so 
on. Paris is superlative for some things, America 
beats her on others; Rome, Florence, London and 
Dublin all contribute a very great dea] and more 
power to them! 


Another legend now laid flat is this one: that 
designers and manufacturers and department 
stores all get together periodically and change 
everything just so your wife will have to spend 
money. Alas, these elements in trade never really 
get together on anything! In place of one new 
style, there’s more likely to be a dozen. Besides, 
it costs everybody very dearly to change fashion 
too radically. Ask a ring manufacturer to scrap 
all his dies for fifty years back and make square 
rings instead of round ones! 


However, this whole subject of fashion new- 
ness is deadly serious to your women customers, 
and in truth the whole state of business would be 
pretty dead without it! 
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GRIN! © 

Here's a likable fellow if there ever was one! 
a sbevenies and tuchany in Nev 
he shows his American whol 
he comes grinning out of the back room, stands 
in the doorway, does his own fashion commen- 
tary and laughs at his mistakes in English. 

Pierre Balmain’s father ran a dry goods 
business and wanted the boy to “be something” 
—in fact, he was sent to Paris to study archi- 
tecture. But Balmain was always doing fashion 
sketches in his note books and finally sold three 
designs for enough francs to send his mother 
a bottle of perfume. The great Molyneux took 
him on for a month’s trial as a designer and 
a was launched. He once worked side- 

by-side with Dior at Lucien Lelong’s. 

Balmain i artistic in Taany ways: paints, 


ne et 


CASTILLO CASTS AN EYE oe 

"This is Castillo (the I's are silent) lo king 
critical over some of his own creations. Top pe 
man at the famous house of Lanvin, he ranks _ 
as the highest paid designer in Paris. 


Castillo worked in New York as the head of — 

Elizabeth Arden’s custom dress department for 

five years and now has his Paris apartment in 

a centuries-old, left bank building furnished 

and decorated just like his former Manhattan 

flat. One of the patronesses of Lanvin’s today 

is Princess Grace of Monoco. The Prince is a ; — ae 
cousin of the son-in-law of the late Mme. Picco aS 
Jeanne Lanvin. 


On the famous perfume bottle, “Arpége,” ob- 
serve the Lanvin trade. mark; a lady with a 
little girl. This represents Mme. Lanvin and 
her daughter, for whom she once made such 
enchanting clothes that friends persuaded her 
to design for children. It was the real begin- 
ning of her success. Today the daughter is the 
business head of the house of Lanvin (Castillo), 
as it is called. (Photo: Peter Fint.) 
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TIMES 
HAVE 
CHANGED 





HAVE 
YOU ? 





in 1927 Basch’s Jewelers remodeled. 

The photo on the left shows what a fine job 

they accomplished. Unquestionably elegant, 
unquestionably up-to-date for 1927. But 

times have changed, and so have Basch’s Jewelers. 
Just turn the page, and you will see how 

they have again modernized to keep 

pace with the times. 
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(Above) View of Basch’s Jewelers, 340 Summit Street, Toledo, Ohio, 
after recent remodeling. The store, founded by Sylvan L. Basch in 1907, 


still occupies its original—but much expanded—quarters. 


(Below) Another view of the Basch store. While inset 

spots are used over the showcases, fluorescent lighting is over the aisles. 
The company occupies three floors of its building but only the 

first floor is devoted to selling. 
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W\ ae your own preferences 


may be, however much or little 
you are prepared to spend, you 
may be sure of one thing —a well- 
planned program of modernization 
will benefit you by raising your 
prestige in your community and 
making you a more integral part 


of the modern scene. 


e JEWELERS’ CIRCULAR-KEYSTONE sent questionnaires to 
2000 jewelers. 330 men replied. Of these, 274 had made alterations 
within the past five years, most of them planning to do still more with- 
in the coming year. Amounts from $1000 to $300,000 were spent in 
bringing store layouts up-to-date. The pictures on these pages give 
examples of what has been accomplished. 
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(Above) A section of the first floor in the new and 




















modern home of Arthur A. Everts Company, 1615 
Main Street, Dallas, Texas. The gilded eagle front- 
ing the rail of the balcony was part of the com- 
pany’s original sign, when founded in 1897 by the 
late Arthur A. Everts. 


(Top left) Harry Stone, head of Everts’ diamond 
department, receives a chest of jewels from model 
Dee Lehmann, after they were driven in a 1915 
Locomobile from the old store to the new in August, 
1955. Miss Lehmann wore a $150,000 necklace in 
the parade. 


(Lower left) A beautiful coordination of china, 
glass and silverware on the second floor of the 


Everts’ new store. 


PLEASE TURN PAGE 
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(Right) Views of the exterior of the Good. 
win Jewelry Company, Bessemer, Alabama, 
before and after modernization. The 
columns on either size of the entrance iden- 
tify the “new” store with the “old.” About 


$40,000 was spent in alterations. 








2 





(Left) “Before” and “after” views of Barr’s store located in the 
Monticello Hotel building in Norfolk, Virginia. The clock on the 
curb was blown down by hurricanes three times in the past 20 years. 
It is now anchored down by an eight-foot subterranean pole to the 


oyster bed beneath the street. 
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Exterior view of the store 
of Preston W. Burbage, 
Salisbury, Maryland. The 
full-glass front recessed in 
from the sidewalk makes it 
very easy to walk in. Mod- 
ernizing was done in 1952. 
Fixtures are of Philippine 
mahogany, and both incan- 
descent and fluorescent light- 


ing are used. 


A section of the new store 
of Morris Jewelers, Wilming- 
ton, Delaware. China and 
flat silver pieces are dis- 
played under a wall decora- 
tion of scenic paper. Clocks 
at the right are displayed 


in a lighted shadow box. 


Exterior of the new 
Snyder Jewelers store in 
Memphis, Tennessee. Open- 
vision front presents the 
entire store to the public 
view. Glass entrance door 
continues the transparency 
and adds a note of welcome 


to customers. 


Wall-display windows at 
either side of the entrance 
to Callan-Major Jewelers, 
Binghamton, New York, 
have a jewel-box effect for 
presenting merchandise. The 
sparkling appearance is car- 
ried to store framing by the 
use of Carrara structural 


glass. 











“Before” and “after” exterior views of Hershberg’s Jewelers in Rochester, N. Y. The old store front 
was traditional and well known, but Mr. Hershberg did not hesitate to change with changing trends. 


The new front of the Wasserman jewelry store at Lexington Avenue and 42nd Street in New York is 
set back eight feet from the building line. Window display space is almost doubled in the outside lobby. 
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In 1944, at the age of 16, John J. Addessi began 
working as a stock boy in a Danbury, Connecticut, 
jewelry store. In 1950 he opened a store of his own 
on Main Street, and in 1953, taking his two brothers 
into the business with him as partners, he opened 
a second store also on Main Street. In July, 1956 
he moved the second store to larger and completely 
renovated quarters. The pictures on this page show 


this store at the time of its opening. 
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‘CREDIT ? WHY CERTAIN 

















On left are shown the all-glass Addessi 


store front at 272 Main Street, Dan- 


bury, and a section of the interior with 


peg-board display of wall clocks and 
modern furniture for the comfort of 
customers. Everything in the store is 
new—the front, the floor, the fixtures, 
the offices, the watch-repair department. 
There are eight people working full time 


in the two Addessi stores. 

















In 1920 Louis Haimann opened his business 
on Washington Street in Morristown, N. J. 
His first shop is shown above. The half being 


torn down he added the following year, and 


in 1942 he purchased the barber shop next door. 


Below is shown what Haimann’s Jewelers 
looks like today after extensive modernizing. 
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Joseph DeRoy and Sons, Ine., spent $300,000 on 
remodeling. Some of the results are shown in 
these two pictures. The store is located at the 
intersection of Smithfield Street and Fourth 
Avenue in Pittsburgh. The almost continuous 
line of windows is broken on the street side by 
shallow recesses to give more display space and 


greater intimacy of feeling. 
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This is the new store front of the firm of G. W. Gerdes on East 
3rd Street in Sterling, Illinois. Mr. Gerdes spent about $25,000 
on a complete modernization job, interior and exterior. The 
picture shows what can be done to transform an old building into 


a beautiful, modern store that invites men and women to come in. 
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Simms Jewelers (see photo at left) first took over the space 
occupied by Rene’s in 1953. In August, 1955, Simms took over 
the Miracle Store and continued operation while rebuilding. 
Today they have a 28 foot frontage with a modern look. Above 
photos show interior and exterior views. Remodeling was done 
at a cost of about $18,000. 
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STEP-UP WINDOW SHELVES 
... STEP-UP SALES 


Three views of the Hess windows. The 
shelves are made of pressed board, 
are constructed locally and painted 
white. Here and there symmetrical 
abutments break the straight lines, 
giving emphasis to certain groups. 
of related items. 


Mr. Cohn says he finds the “steps” 
especially effective in the displaying 
of costume-jewelry items which are 
generally small and must be brought 
forward where the women can readily 
see them. The colorful pieces, when 
shown together, set one another off. 





Above the step-up shelves is ample 
space for the displaying of miscel- 
laneous merchandise. Some of these 
items are placed on the top step, 
some rest on smaller individual dis- 
play shelves, and some are hung di- 
rectly on the back wall of the window. 


OE ae yb 2 


by A. P. Nelson 


* Several years ago the J. P. Hess Company, Fond 
du Lac, Wisconsin, installed step-up display levels 
in its two large windows. Immediately sales vol- 
ume materially increased. 

The reasons why the step-ups brought about this 
gratifying result are, according to Sidney Cohn, 
secretary of the company, first, that they accom- 
modate about three times as much merchandise 
as a one-level area and, second, that they bring | 
all the items displayed close up to the viewer. 
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You are invited 


to enter diamond jewelry designs for the 


DIAMONDS U.S.A. 
AWARDS «1957 


These Awards honor design excellence in diamond jewelry. 
Offered annually since 1954, they give news-making recognition to 
creative achievements in diamond styling. The Awards 

are open to retailers, wholesalers and manufacturers, to everyone 
interested in diamond jewelry design. And in 1957, for the 

first time. entries are invited from all over the world. 


The 1957 Awards will be made in the following categories: 


Group Al . pieces to retail at $500 or less, exclusive of taxes 
Group A.. pieces to retail between $500 and $2000 exclusive of taxes 
Group B.. pieces to retail between $2000 and $10,000 exclusive of taxes 


Group C.. pieces to retail at $10,000 or more, exclusive of taxes 


The designs are to be submitted, on paper, in sketch form, 


on or before Mareh 4, 1957. 


The Selection Committee, composed of renowned fashion leaders, 
will make its choice before April 8, 1957. Those whose designs 
are selected will be notified immediately after April 8. 


Finished jewel pieces, produced in accordance with selected 
designs, must be in the hands of the Diamonds U.S.A. Awards 
administration on or before July 8, 1957. 


Presentation of the DIAMONDS U.S.A. AWARDS will take 
place on Tuesday, October 1, 1957. 


Requests for the detailed rules should be addressed to: 


DIAMONDS U.S.A. AWARDS 
c/o N. W. Ayer & Son, Ine. 
30 Rockefeller Plaza, New York 20, N.Y. 


The distinctive symbol of a Diamonds U.S.A. Award, 


to be presented on October 1, 1957 
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Modern necklace and earrings of 
“chrysocolla,”’ the copper silicate- 
impregnated chalcedony found in 
the copper mines of Arizona. 
(Photo courtesy of Odom’s Aus- 


tin, Texas.) 





BLUE BAROQUES AND CABOCHONS 
THE COPPER-TINTED STONES 


by Dr. Frederick H. Pough 
JC-K Gem Consultant 


This month’s article concludes the blue opaque and 
translucent section of Dr. Pough’s baroque and 
cabochon series. Herein is a description of var- 
ious copper minerals of secondary origin, which 
are limited in verticle distribution by the progress 
of weathering in surface rocks. 


© Last month a number of blue opaque stones 
which find wide use in baroque and cabochon jew- 
elry were described. All of them were character- 
ized by a rich deep blue color, yet none contained 
a pigment which would normally be expected tv 
produce such a hue. This month most of our stones 
are paler in shade, but this group is colored by a 
recognized blue pigment, one that has been known 
for its blue coloring effects from earliest times. 


From the Bronze Age till a hundred years ago, ’ 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 


over 30 years 


of service to the 


For over 30 vears Raymond Abrahams has been 
supplying fine jewelers throughout the country 


with the unusual in precious. jews ta 


For those who desire the finest 1 


quality and value. Raymond Abrahams 


offers his unique experience and ser 


Available on consignm<é nt 


for your special requirements. 


Raymond Abrahams 
SETUP CUCM CMC aA Aes = MUrrayhill 7-0457-8 | 





For prompt attention please address all inquiries Dept. K-48 
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Oriental, probably Persian, tur- 
quoise. The polished slab with 
the nodules of turquoise in a 
black matrix shows the typi- 
cal occurrence of turquoise 
that is cut into matrix-free 
stones, unlike the American 
material which usually contains 
matrix. A frequent material of 
Chinese carvings, but watch out 
for ceramic imitations. 


Photo courtesy of The Ameri- 
can Museum of Natural History 








copper was recovered only from rich veins of 
solid copper sulphide minerals, or found in pure 
solid masses of native copper. American Indians 
of the Mid-West used nuggets of copper as their 
sources of this metal, float that was brought to 
them by the Ice Sheet that swept across Michi- 
gan’s Keewenaw Peninsula. Today, however, we 
need more copper, and to obtain it in quantity we 
have to mine the much leaner disseminations of 
sulphide in rock; the “porphyry coppers” of the 
West (disseminated chalcopyrite, a copper iron 
sulphide with relatively little copper) contain only 
a percent or so of the metal distributed through 
the stone. To make such a rock an economically 
practical ore, it has to be mined on an enormous 
scale. Each day thousands of tons of porphyry 
(medium-grained, light-colored, granitic rock) 
are blasted, shoveled, loaded into trucks and 
hauled to mills to be crushed into powder, to yield 
us its copper at a cost of a few cents a pound. All 
the vein deposits in the world could not long sat- 
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WHAT IS THE DIFFERENCE 
BETWEEN THIS DIAMOND 


This is a completely polished Circle of 
Light Diamond. Even its edge is a con- 
tinuous circle of fire. This exclusive 
technique magnifies its brilliance and 
enhances its beauty. It makes all Circle 
of Light Diamonds look larger and more 
expensive, too. 


AND THIS DIAMOND? 


This is an ordinary diamond that is only 
partly polished. it has a dull, grey edge 
that dims its sparkle and detracts from 


its beauty. It looks smaller because its 
full brilliance has not been released. 
And because it is only partly polished, 
its value is far less. 


ONLY = : 


BAUMGOLD 
OF N NECI AVA =a AO] CRE DI T-N LO) NI BIS 


with the exclusive 


CIRCLE of LIGH 











This includes our fabulous Jager Blues, emerald-cut, 
marquise, pear, round and heart shape diamonds. 

Baumgold Diamonds sell faster because they have this exclusive 
plus feature and cost no more than ordinary diamonds. 
Available in the widest collection of shapes and 

sizes — to 60 carats and more. 








EJ aumcoip BROS., INC., 580 Fifth Avenue, New York 36, N. Y. 
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Mr. Jagielky shows 

a trayful of his rings. 
His genial personality 
together with 

the high quality of 

his merchandise attracts 


the “carriage” trade. 


LOVE THAT CUSTOMER 


A Philadelphia retailer proves that sincere interest 
in people plus enthusiasm for beautiful jewelry 
makes a successful business. 


° If you enter the establishment of Louis Jagielky 
located on the street floor at 1603 Walnut Street 
in the heart of Philadelphia, you find yourself in 
a modern store, well lighted and completely car- 
peted. 

Diamonds, pearls and rubies, bracelets and neck- 
laces, fine watches and ivory objets d’art—all 
those small delicate items that constitute the very 
quintessence of the trade—are there in all their 
splendor, neatly and immaculately displayed in 
cases and on shelves. All is very rich, all is in very 
good taste, but nothing, perhaps, differs markedly 
from what you have seen in other jewelry stores 
catering to fashionable clienteles. Nevertheless, 
you sense a subtle atmosphere of old-world rest- 
fulness that sets this store apart and makes you 
wonder. 

When you learn that a pipe has burst in the 
Jagielky shop on the mezzanine and the floor is 
flooded with water, your wonder increases because 
you observe that no one seems excited. Least of 
all Louis Jagielky who comes down the stairs at 
the rear. 

He is a tall man in the prime of life with an 
abundance of wavy hair shot with gray. His shoes 
are damp but he is not concerned, and you set him 
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by Mary Zook 


down for a remarkably self-controlled individual. 

Then he greets you with a quiet dignity of man- 
ner and a friendly twinkle in his eye, and you 
suspect that he is masterful in handling other 
people too. Almost at once your conjecture is 
amusingly confirmed. 

You express interest in an item you have noticed 
in the window, and he leads you to a case where 
one of his “girls,” as he calls his saleswomen, is 
tidying up. “Am I in your way, Mr. Jagielky?” 
she asks. “In my way!”’ he replies. “Why no, you’re 
an inspiration to me! I just want to get something 
out of that drawer.” 

People naturally confide in such a gentle under- 
standing man. A case in point occurred one day 
when a flustered widow said to him, “I’m so 
upset !” 

“What seems to be the trouble?” he asked. 

“T’m thinking about a second marriage with a 
widower and he’s not my social equal.”’ 

“Do you love him ?”’ 

“I do indeed.” 

“How do your children feel about it ?”’ 

“They want me to marry him.” 

“Then go ahead and marry him.”’ 

Before she left the store, he showed her a ring 
which he considered suitable. Later on she came 
back, bringing her prospective husband, and they 
bought the ring—for more than $900. 

Mr. Jagielky engages in church work, welfare 
work and prison work, and from these activities 
he has learned a lot of psychology which he uses 
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Supplying large watch firms 
for their diamond needs; 
We wish to serve you too. 


SUETTES ‘Sm m. PEAR SHAPES 
B.0” 94 @ % 





anes: 6 | BA » 

avs A 

Vaasa la ov 
TRIANGLES v 


Memorandum selections 


oe sent upon request. 
CENSOR BROS. & ROSENBLUM 


‘Diamond Importers & Manufacturers 


71 West 47th Street New York City 
JUdson 2-4184-5 
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On this day LOVE is KING 


Slavick Jewelry Company, 

125 W. 7th Street, Los An- 

geles, featured in each win- by W. B. Stoddard 

dow a large red outline heart 

with a figurine in the center. 

Red satin hearts. edged with 

lace, were laid on the floor 

to each side, and on these ¢ Valentine’s Day is Love—just that and nothing 


sean er else. And Love spears out, like Cupid’s darts, in 
all directions. Boys love girls, husbands love 
wives, parents love children, children love parents. 
All these lovers, old and young, want to express 
their love. Valentine’s Day is the day for them 
to do it, and Valentine’s Day is the day for the 
jeweler to remind them to do it. 

Careful programming and promotion can turn 
many a candy or flower purchaser into a ring 
or watch or silverware purchaser. The window 
displays shown on this page and on page 96 indi- 
cate how three California stores went about this 
last year—and got good results. 

All three, you will notice, feature the familiar 
Valentine heart. The heart, indeed, is so univer- 
sally associated with this Day of Love that any 
departure from it is risky business. The reminder 
is the thing—and the heart reminds. 
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Is this important department 


missing in your store? 





A profitable department of 


IMPERIAL CULTURED PEARLS 





l CDAY—with expenses mounting and competition growing 
from non-jewelry houses-—are you overlooking a dynamic 


development for the modern jewelry store? It’s an Imperial Cultured 


Pearl department-—which thousands of progressive jewelers have 
added to their basic lines. Sold only through fine retailers, 
Imperial Cultured Pearls can add prestige, traffic and profits 


to your business. 


Imperial’s constant promotion, advertising and publicity have created 
an unprecedented demand for this fine jewelry. Imperial Cultured 


Pearls are proven by day in and day out sales to be the 


If you do not now have an active and profitable cultured pearl 
department in your store—your inquiry will receive our immediate 
attention. We can tailor a plan for your individual store as we have 
done for thousands of satisfied, franchised Imperial dealers 


throughout the country. 


Here is a harvest of sales, profit and prestige waiting to be 
gathered by you. Plan now to reap your share of this spring’s 


cultured pearl business during the great number of spring gift events. 
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IMPERIAL PEARL SYNDICATE, INC. 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
607 Fifth Ave. 5 N. Wabash Ave. 914 Michigan 607 S. Hill St. 2,3-Chome, Yotsuya 
Theater Bldg. Shinjuka, Ku 
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A JC-K aid to selling fine JEWELRY 
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by 
JACK 
HARRITON 


Baguettes move in 
graceful swirls around 
several of these rings 
while others achieve 
an airy look through 
the judicious placing 


of vari-sized brilliants. 
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Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 
—-and business—JC-K presents each month, these plates, 
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which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine the kind of piece and the 
type of design which will appeal to the customer. 
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DIVVVIO@NIDS 
Fmerald Cut 


and Ma rguise 


mounted or 
unmounted 


STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


EMERALDS 
CAT’S EYES 
PEARLS 


We have a large stock of 
Precious Stones, mounted 
We are always interested in purchasing estates — or and unmounted from which 
jewels which your customers submit to you for sale to make your selection. 


JEROME RICHHEIMER 


you on your special calls. 
a 


608 alias Avenue New Y ork 20, N. ¥. 


Phone Circle 5-5673 





ANEW BOOK 


Those cherished days are preserved forever in this 
new volume by Gibson. Spencerian script and deli- 
cate color tones combine to give a rich and pleasing 
effect. Its 40 pages provide a complete record of 
all the events of engagement, showers, wedding 
ceremony, gifts and givers, honeymoon and much 
more. Special section for gifts with numbered 
identification stickers. Bound in washable white 
simulated leather or rayon moire with stamped title 
design. 83%" x 1114”. $6.00 List 


AND COMPANY 
Publishers * NORWALK, CONNECTICUT 
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Important news to every jeweler 
who is in business to make money 
a 

Coming— 


eepsake advertising 


— to help you sell more 








This year Keepsake launches the most intensive sell- 
ing program in diamond ring history. A big-space Keep- 
sake advertisement will appear in LIFE every other week! 


Think of the number of your customers among 
LIFE’S 26,450,000 weekly readers who will see, read and 
be motivated by frequent Keepsake advertising. Think of 
the tremendous selling power generated for you by con- 
sistent advertising for America’s largest selling diamond 
rings in America’s “big” magazine. 

Repetition builds recognition—and years of con- 
tinuing, large-space advertising featuring Keepsake’s 
guaranteed perfection have built consumer confidence 
in Keepsake, made it a trusted symbol of diamond quality 
everywhere. These pre-conditioned customers make it 
easy to sell Keepsake, help you make more sales where 
you make the most profit—in your diamond department. 








94 THE JEWELERS’ CIRCULAR-KEYSTONE 





every other week in LIFE 


where you profit most! 


Compare Keepsake with any other diamond ring 
line—for quality, styling, advertising support, dealer 
merchandising help, customer benefits—in short, for 
saleability! |f your diamond department is lacking in 
this indispensable quality, it’s time you started doing 
business—and making more profits—with Keepsake, the 
best known and best selling name in diamond rings. 


POWERFUL NATIONAL ADVERTISING © EXQUISITE STYLING ® GUARANTEED PERFECT QUALITY ®@ 
LOST GEM INSURANCE ©® #£=‘TELEPHONE BOOK ADVERTISING © OUTSTANDING DEALER AIDS e 
GOOD HOUSEKEEPING SEAL © NATIONALLY ADVERTISED PRICES © PROVEN CUSTOMER PREFERENCE @ 


GUARANTEE CERTIFICATE © TRADE-IN PRIVILEGE 


eepsake 
DIAMOND RINGS 


ee ae 
Xe P%) America’s Largest Selling Diamond Rings 
age 


sk For franchise details, see your Keepsake representative or write: 
A.H. POND CO., INC. e 120 £. WASHINGTON ST. e SYRACUSE 2, N. Y. 
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CONTINUED FROM PAGE 90 


(Above) In the rear of each window of LeRoy’s 
Jewelers, 633 S. Broadway, Los Angeles, was a 
large panel of blue quilted satin to which was 
fastened a red heart bordered with white lace. 


The legend read: “LeRoy’s for Watches.” 
(Below) In the window of Barry’s Jewelers, 543 


S. Broadway, Los Angeles, besides the usual 
hearts, was a low heart-shaped table on which 
were displayed patterns of sterling with 

greeting cards addressed to wife and parents. 
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Importers and Cutters of Diamonds 


Originally established 
1866 


°&M: Kahn. Jacobson Bros -/2- 


President, Walter N. Kahn 
Vice Pres. 4 Sales Manager, Walter L. Kahn 
Chairman of the Board, Sereno P. Davis 


608 Fifth Avenue New York 20, N. Y. 


Representatives 
Herbert L. Gardner 
Kenneth Scher 


Warren P. Eckel! 
32/34 Holborn Viaduct, London Telephone: ClIrcle 56-4313 
Cable Address: “Redlace” New York 56-4314 
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EXQUISITE WORLD RENOWNED 


“Heart Creation’ by Raimond 
A Cherished Message For Valentine’s Day 


Exquisitely crafted by a generation of skilled 
craftsmen, Raimond sterling frames are designed 
from one piece of silver and are unconditionally 


guaranteed for life. Watch for the newest in | MIKIMOTO 


sterling frames by Raimond. 


CULTURED PEARLS 


; p : K. MIKIMOTO & CO. LTD. 


= 2 WEST 46th ST., N. Y. C. 36, N. Y. 
Incorporated 149 Exchange Street, Malden, Mass. JUDSON 6 6992-3 


write for our new catalog today! 
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THE NEXT FIVE YEARS IN JEWELRY (from page 65) 

he becomes reluctant to pay the wholesaler and 
retailer their traditional margins for functions 
they no longer perform. For this reason there is 
bound to be a long-run downward pressure upon 
wholesale and retail margins. This means that for 
wholesale and retail firms to progress, they must 
find ways to operate with greater efficiency than 
ever before. Never was the pressure greater upon 
them to introduce new distribution methods, in 
transportation, warehousing, order-getting and 
order-filling, financing. They must open their 
minds to advances in such industries as food, 
drug, and hardware wholesaling. 

“Eliminate the middleman” is a phrase once 
accorded wide circulation by manufacturers, re- 
tailers, and consumers. The phrase has been given 
force by several manufacturers and importers in 
the jewelry industry, by selling direct to retailers 
and performing the wholesaling functions them- 
selves. Companies selling direct are in many cases 
companies which have gained strong consumer 
franchises for their products. Bypassing the 
wholesaler in the process of distribution is a rea- 
sonable policy only when the manufacturer finds 
he can move his line into consumer hands more 
effectively (all things considered) that way. It is 
up to the wholesaler to prove through perform- 


ance alone that his continued existence is really 
justified. 

Summarizing the manufacturer’s side, the 
wholesale jeweler, in common with other whole- 
salers, is under pressure (1) to recognize these 
underlying trends and (2) to develop systemati- 
cally his ability to sell and distribute merchandise 
with significantly greater efficiency. 


From the Retailer’s Side 


In mentioning above that control of the market- 
ing machinery increasingly rests with the manu- 
facturer, we do not forget for one minute that 
the final control rests with the consumer. Nor can 
we forget that the retailer is one step closer than 
the wholesaler to that consumer. 

Therefore, it is self-evident that the whole- 
saler’s success is inescapably tied to the retailer’s 
success. 

The retailer’s great problem today is summed 
up in one word: PRODUCTIVITY. Without ex- 
aggerating too much we can say that jewelry 
retailing is inherently inefficient. The retail jew- 
eler distributes merchandise which has a low 
frequency of purchase. The typical rate of turn- 
over of 1.2 to 1.4 times per year is low compared 
to most other lines. Jewelry retailing is a rela- 
tively high cost operation both in terms of store 























DIAMOND 
MASONIC 
BUTTONS 


The most complete as- 
sortment of diamond 
Masonic buttons you'll 
find anywhere, in 14K 
gold or platinum. Your 
customers will appreciate 
the wide choice of design 
and the extensive price 
range. Send for details 
of other lodge and em- 
blematic jewelry. 


\Wrerrer.ine BS eny & CO. 


eo ctitegrTYv 


ME™MBeE R AMERICAN 


THE NAME THAT MEANS 


Sine Embl matic feuey 


8 ROSE STREET, NEWARK 6, N. J. 
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investment, inventory investment, and personnel. 
The relatively high cost of operation makes it 
high-margin retailing, with margins running 
from 44% to 47‘ of sales. In other words, for 
every dollar spent in a retail jewelry store, only 
53¢ to 56¢ goes for merchandise, the remainder 
for the retailer’s expenses and profit. 

The comparatively high costs and high margins 
of the retail jeweler are rendered inflexible by 
traditional pricing practice and even more so by 
resale price maintenance contracts. They make 
him fair game for so-called discount competition. 
This discount competition takes two forms. One 
is the discount house; the other is the lower mar- 
gin retailer who raids the jeweler of his fastest- 
moving and biggest-traffic items. In this genera- 
tion practically all retailers are subject to the 
second type of competition. An item which can 
be bought at wholesale for $1.00 would sell under 
the traditional markups of different retail outlets 
somewhat as follows: 

Florist Shop $2.46 
Jewelry Store 2.02 
Radio & TV Shop 1.84 
Department Store 1.58 


Variety Store 1.48 
Drug Store 1.46 
Grocery Store 1.24 


Even with these differing prices, not a one of 
these retailers would be “chiseling”’ his accus- 
tomed margin. Therefore, the traffic items in any 
given type of retail store tend to be sought by 
retailers a cut lower on the markup ladder. 

Meanwhile, manufacturers find it increasingly 
difficult to maintain distribution through tradi- 
tional channels and in one way or the other aid 
and abet both forms of discount competition. This 
appears to be inevitable, because today the manu- 
facturer must get distribution to remain com- 
petitive in product design, product package, prod- 
uct cost, and prestige. He is going to distribute 
through those wholesale and retai! channels which 
move his goods to consumers fastest and at lowest 
cost. So the retailer, too, must find new and better 
ways to move merchandise and the wholesaler 
must help him find them. 


The Changing Consumer Mood 


The consumer, who is the ultimate determining 
factor in marketing, is undergoing dynamic 
changes also. He increasingly turns for his pur- 
chases to those stores where it is easiest and most 
fun to buy. He is one-stop minded. He is self- 
service minded, even when purchasing goods that 
cannot easily be sold by self-service. I do not sug- 
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FROM PRECEDING PAGE 


gest that retail jewelry stores should jump into 
the self-service pattern being embraced by many 
other retailers today. I do suggest that jewelers 
look at those other retailers with an open mind 
to find out which of their techniques can be 
adapted to increase the productivity of retail 
jewelry operations. 

Dr. Ernest Dichter in his motivation research 
studies reports that consumer motivation is un- 
dergoing changes significant to jewelers. The 
American consumer comes from pioneering stock 
with a heritage based upon thrift and, as a rule, 
a reluctance to be self-indulgent. Dichter has ob- 
served a psychological change. The American con- 
sumer evidences an ever greater willingness to 
fulfill his desire for nice things and to sublimate 
feelings of guilt for purchasing nice things for 
himself and his family. Dichter reports further- 
more that the American consumer is motivated 
more strongly today than ever before by desires 
for comfort, for convenience, for the pride of 
possession, and for prestige. Who can do a better 
job of meeting those basic desires than the jewelry 
industry? Jewelry is the epitome of prestige, 
lasting value, and possessive pride. 

In the face of these encouraging signs, we can- 
not afford to forget that the American consumer 


patronizes those retailers who are the most ef- 
ficient in the performance of their functions. Re- 
tailers who attain the highest sales per labor hour, 
the highest sales per square foot of floor space or 
per linear foot of counter space, who attain the 
optimum turnover of their investment can do so 
only because the consumers patronize them suf- 
ficiently to bring about such a performance. 


The Next Five Years 


It seems evident that there will be continued 
downward pressure on gross margin in the whole- 
sale jewelry business. If we are to remain profit- 
able we must find ways of absorbing those cuts 
in gross margin. Other wholesale lines, including 
food, drugs, and hardware, are already well ad- 
vanced in the reduction of wholesale costs of 
doing business. We can take a page from the 
book of those wholesalers who already have had 
to face the same basic influences to which we 
have referred above. The’ application of these 
ideas in other lines has reduced wholesale costs 
as much as 60%. 

I should like to make a prediction about fair 
trade, ever mindful that the foremost predictor 
in Siam at one time was known as Prince Dam 
Rong. I believe that the next five years will see 
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IT’S UP TO YOU...Expert diamond knowledge impresses customers. 
When you know what you are talking about you make the sale. The GIA 
Diamond Training Certificate spells new confidence, new prestige. Our 
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! your training. So write today for complete information. Gain knowledge, 
DIAMOND CERTIFICATE confidence, increased sales. 
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the end of the non-signer’s clause as we now 
know it. Many states have already ruled the non- 
signer clause unconstitutional. Although the 
United States Supreme Court ruled favorably 
upon the McGuire Act which authorizes non- 
signer clauses when state laws permit, the basic 
freedom of the retailer to price goods according 
to the needs of his particular market cannot 
forever be abridged in my opinion, without his 
individual consent. I recognize that many in the 
jewelry business do not and will not agree with 
me, in the belief that resale price maintenance 
is a stabilizing price influence. As presently en- 
forced (or unenforced), however, fair trade often 
is not stabilizing, but is a “reed shaken by the 
wind,” leaving the retailer open to pirating on 
his lines by lower cost operators. 

I believe that within the next five years in the 
jewelry business we shall see a movement to 
pricing more directly on the turnover rate, the 
faster the turnover the lower the margin. This 
practice is gradually being accepted in line after 
line, because of the very competitive factors 
which necessitate lowering the costs of distribu- 
tion. 

We shall undoubtedly see an extension of the 
gift idea. The American consumer is generous by 
nature and gifts are bigger and bigger business 


generators. This is ideal for the jewelry industry 
because it is the traditional supplier of gift items. 
At the same time the inter-industry competition 
from automobiles, appliances, sporting goods, and 
travel means that jewelers must continually be 
seeking new and better ways to attract patronage. 

In summary, the wholesale jeweler is truly a 
middleman and is subject to strong influences 
from manufacturers on the one hand and retailers 
on the other. The wholesale jeweler will prosper 
only as he serves both the manufacturer and the 
retailer in such a way as to increase the total 
productivity of our marketing machinery. He 
can preserve his economic function only as he 
does this. The wholesale jeweler is doing a good 
job today but he can continue to progress only 
by improvements in his methods of operation. 
These improvements come only through a refusal 
to take present practices for granted, a willing- 
ness to challenge tradition and convention, a sys- 
tematic and thorough attack upon inefficencies, 
and a constant receptivity to new ideas. These 
mental attitudes, fortunately, characterize the 
leaders in any industry. The next five and ten 
years can be good ones. 





The first brooches were thorns used to hold garments 
together. 
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A. Bottle Opener (Ring Type) 8. (Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871], North- 
ampton offers a wide variety of specialty items 
in addition to a complete iine of tableware. 
Prices and illustrations gladly furnished. 
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High school students want college type rings... 
and here are the three fast sellers they’re buying 
- « « modern new COLLEGE SEAL styles that 
make this a bigger, more profitable market than 
ever. Every upperclass high school student in 
your city can mean a profitable sale for you. 
Make your store HEADQUARTERS for these 


popular new college style high school rings! 


ORDER ONE RING OR A DOZEN! 


No die charge for orders of 12 or more. Only a 
small charge of $23 for the first die in smaller 
quantities ...and from then on, you order one 
or a hundred without extra cost! 


Yours with our compliments .. . 
Send for your complimentary copy of our special 
college type high school ring booklet, selling in- 
formation and price list. 


ATTENTION JEWELERS EVERYWHERE 
Catalog of 68 New England College Rings 


Dept. J356 now available. Write for yours. Dept. J 456 
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BLUE BAROQUES & CABOCHONS (from page 86) 

isfy man’s requirements for this metal, and even 
the seemingly enormous porphyry reserves could 
not long supply enough if every nation were to 
consume as much copper in proportion as the 
United States does. 

The discovery of any copper deposit has usually 
depended upon the recognition by prospectors of 
the characteristic blue and green stains which ap- 
pear when a copper sulphide deposit is exposed 
to weathering. The iron in chalcopyrite dissolves 
in the seeping rainwater and leaches away faster 
than the copper; the enriched copper solution re- 
places some of the iron in the next lower section 
of the vein or the dissemination. The upper levels 
of such a copper deposit are commonly enriched 
in copper minerals, with the formation of secon- 
dary colorful copper carbonates and silicates. In 
the same weathering process, silicon oxide on the 
surface is freed from the feldspar and mica of 
the surrounding rocks, and a little lower, quartz 
(silica) may be precipitated, along with some of 
the copper salts. In this way secondary, and 
richer, copper minerals form in some volume in 
seams and veins, or stain rock surfaces on out- 
crops of relatively low-grade copper deposits. 
More significant to the jeweler, if not now to the 
modern miner interested only in tonnage, the sec- 
ondary compounds cannot extend very deeply into 
the rocks, and once a mine is put into intense pro- 
duction, the secondary copper minerals soon dis- 
appear. 

When copper veins traverse carbonate rocks. 
limestones and marbles, there is an abundance of 
the carbonate radical (CO.) in the leaching solu- 
tions, free to combine with copper and form the 
copper carbonates: malachite and azurite. We 
mentioned malachite, the green copper carbonate, 
under green minerals; now it is time to speak of 
azurite, the blue carbonate of copper. Basically 
thev are the same in composition, but malachite 
contains a little more water. Azurite is frequently 
transformed into malachite after it has formed. 
Masses of malachite with the shape of azurite 
crystals are known as pseudomorphs. Among min- 
eral collectors fresh azurite crystals are more 
highly valued than their memories preserved as 
malachite, for good unaltered azurite specimens 
are far less common than clusters of pseudo- 
morphs. 

Azurite is not always replaced by malachite, 
however. Sometimes the two minerals form alter- 
nately, as solution concentrations, acidity or tem- 
peratures vary, to deposit stalactitic masses and 
crusts. Bands of blue azurite may be succeeded 
by parallel layers of bright green malachite, and 
they, in turn, may be covered by more azurite. 
Polished slabs of such layered specimens are most 
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attractive and supply materials for cabochons that 
are often used by the Western semi-professionals. 
Little is used for carvings, and none appears in 
baroques; for azurite is a soft material and, like 
malachite, is easily bruised, crushed, or worn 
away. Since both are carbonates they dissolve 
easily in acid, and great caution must be observed 
in the mounting and wearing to avoid damage to 
the stone’s finish. 

The best occurrence of azurite and of the azu- 
rite-malachite stalactitic layers was in cavities 
encountered in the early stages in the development 
of the copper mine at Bisbee, Arizona. This mine 
has long since penetrated well below the copper 
sulphide level and has now about gone through all 
of its copper. The African localities which re- 
placed the Southwest and the Urals as sources 
of malachite are notably poor in azurite. Small 
quantities of suitable azurite have come from 
other Western copper mines, and in very recent 
years we have been offered carvings of a dense 
clayey material merely stained green and blue 
with copper compounds. As a gemstone, azurite 
no longer has the importance in the gem trade 
that it once had. 

2aler blue stones, also cupriferous in pigment 
and composition, are found in a number of Ari- 


zona mines and are generally mis-called “chrys- 
ocolla”. True chrysocolla is a soft, brittle, blue 
to green hydrous copper silicate that also forms 
near the earth’s surface during the weathering 
alteration of copper deposits, most notably in dry 
climates. It is the common secondary copper 
mineral when the host is a highly siliceous igne- 
ous rock, far from the limestones and marbles 
that cooperated to produce azurite and malachite. 
Pure chrysocolla is a rather fragile gel, some- 
thing like opal; and it almost invariably dries out 
and cracks, as, regrettably, some opal does. For 
this reason, in a pure form it has practically no 
vem importance. 

However, in the Arizona open-pit copper mines 
there is an occasional vein in which the fine- 
grained chalcedony filling is completely saturated 
with sky-blue chrysocolla. It has quartz’s hard- 
ness and strength and a wonderful greenish-blue 
translucent color very much like that of turquoise. 
It has great durability and takes a fine polish, all 
in all it is a magnificent stone. Only now, with 
the deposits pretty well exhausted (for most of 
the copper mines now have reached deeper rocks 
and primary ores), is it beginning to find popular 
appreciation and the cost of fine rough is mount- 
ing rapidly. Small veins, partially-colored crusts 
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Write for booklet — tells the 
“inside story” of stopwatches. 
Illustrates spare parts compartment. 
Shows what to look for in 


a timer. Complete, thorough, interesting. 


Must reading for users of stopwatches. 


Brand new Clebar catalog . . 
he) (§ illustrates and describes more 
Si/// @ than a score of stopwatches and 
“jf chronographs for every timing purpose. 
Write for your copy today ! 


Stopwatch of Split-Second Accuracy 
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Kush Full information, catalog, wholesale price list i 


and illustrated booklet. 
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If your store has enjoyed a good Reputation for 
many years, We can be of Service to you— 

We will buy your store, paying you dollar for 
dollar for your assets or will conduct a sale for you, 
suited especially to your particular situation. 

Our Files contain a list of the Nation's Leading 
Jewelers whom we have helped. 


Please Write, Phone or Wire collect 


HARVEY ROSS & CO. 


"Sales Promotion Specialists for Two Generations” 
32 West 39th St. LO. 4-5037 New York 18, N. Y. 
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FROM PRECEDING PAGE 


and malachite-interrupted seams are more com- 
mon. This low-grade material is abundantly used 
by the baroque makers as feed for their tumbling 
barrels. The stones are easy to recognize, for the 
blue-green to white color, with the accompanying 
green fibrous needles of malachite is very typical. 
The matrix accompanying turquoise is brown or 
an opaque white. The translucent white material 
associated with the chrysocolla-impregnated chal- 
cedony is ordinary colorless chalcedony, and eas- 
ily recognized. 

Probably the only reason that this stone has 
not received as much world-wide appreciation as 
that accorded chrysoprase is that its stones were 
mainly cut in the American west by the amateurs, 
instead of being sent abroad. Just this year it 
was so unknown in Idar that a wholly typical 
baroque was called slag until the writer identified 
it properly. Now that it is almost too late to ob- 
tain it here, it is gaining an appreciation that was 
denied it before, when we let Europeans tell us 
what was attractive and what wasn’t. $60 to 
$100 a pound is the price sometimes quoted on 
top quality rough in today’s market. 

Low grade chrysocolla-impregnated chalcedony 
is still relatively abundant and purchaseable in 
the rough for from $4 to $12 a pound. Its differ- 
ence from high grade material lies in the sparser 
and less continuous distribution of the sky-blue 
impregnations (many areas are cloudy and al- 
most colorless) and the relative abundance of the 
distracting green of malachite substituting for the 
chalcedony. Its source is both wider and narrower 
veins. Some of the matrix rock is often present 
in the baroques and is not at all uncommon in this 
jewelry. An occasional selected stone may be cut 
to take advantage of interesting color patterns 
and may be found in more sophisticated modern 
jewelry of distinctive appearance. (Fig. 1.) 

A similar appearing, but much more fragile 
stone was marketed a few years as a cabochon 
stone under the name “bonamite”’ (from the 
name of the promoters, the Goodfriend brothers, 
bon ami). Known to mineralogists as smithsonite, 
it was a copper pigmented zinc carbonate, and 
came from the Magdelena Mine at Kelly, New 
Mexico. It is fairly soft and very heavy, as one 
might anticipate from its composition, but has a 
nice blue translucent appearance and resembles 
the preceding stone. 

Like azurite and malachite, smithsonite is a sec- 
ondary mineral which forms near the surface as a 
result of the alteration of primary ore minerals; 
in this case, sphalerite, zinc sulphide, the primary 
ore of zinc. It is a fairly common mineral, some- 
times called “dry-bone ore’”’ from its white cellular 
appearance, but the thick bluish crusts of the 
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Kelly, N. M. occurrence were unique. Yellow (cad- 
mium sulphide stained) masses of smithsonite 
were found in southwest Missouri and Arkansas 
many years ago. Blue masses, like bonamite, have 
come from Laurium, Greece, in a mine that was 
worked by the ancient Greeks, and greenish 
masses have come from Tsumeb, Southwest 
Africa, the best modern occurrence of this min- 
eral. Smithsonite is one of the few minerals to be 
found in gemological literature which memorial- 
izes the name of an individual (sillimanite and 
kunzite are others) who has advanced the science 
of mineralogy, a tribute from mineralogists. In 
this case the name was given to honor James 
Smithson, an Englishman best known to Ameri- 
cans as the founder of the Smithsonian Institu- 
tion. 

Since smithsonite is a secondary mineral formed 
as a result of weathering, its knobby crusts will 
not be found far below the uppermost levels in a 
mine, and it is not surprising to learn that the 
supply of good raw material has long since run 
out. It was always too soft to have any real im- 
portance as a jewelry stone, but one does occasion- 
ally run across such a blue stone in an old piece. 
If a questionable blue stone is a little scratched 
up, and any old one is bound to be, try a hardness 
test with a knife and you will soon know if you 
have a bonamite. 

Turquoise is the last of our light blue stones. 
It is a hydrous copper aluminum phosphate, and 
is also a secondary mineral, though it is not usu- 
ally associated with copper deposits. Its failure 
to persist at depths is normal for such a mineral. 
The phosphorus is believed to come from phos- 
phate minerals in granitic rocks, minute crystals 
of apatite are very common in granite, and the 
copper can travel far from its primary source or 
may also have been present in the granitic rock 
in very minor amounts, becoming fixed again only 
because it found the right elements with which 
to combine to form a less soluble compound. Since 
it is secondary, and an arid climate mineral, like 
our others, its deposits too are soon worked out. 
It has become a rarer and more costly gemstone in 
recent years, with fine Persian turquoise almost 
unknown on today’s market. Good, uniformly 
sky-blue stones are rare and expensive. Most of 
the turquoise now on the market comes from the 
American Southwest, often in fairly thin veins. 
As a result, tumbling grade turquoise invariably 
shows a little of its brown stone matrix. 

One development allied to tumbling is worth not- 
ing. This is the practice of impregnating nodules 
of pale, soft, and powdery turquoise with a plastic 
which simultaneously intensifies the color and 
hardens the stone. Most of these composition stones 
are marketed as irregularly shaped nuggets, 
PLEASE TURN TO PAGE 112 
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Outstanding downtown Mem- 
phis location in heart of main 
shopping district occupied for 
over 20 years by a leading credit 
jeweler. Ground floor and full 
basement approximately 18 foot 
front by 150 foot depth. Jewelry 
store front already installed by 
former occupant. Will give long 
term lease to responsible, well- 
rated tenant. Inquire Julius 
Goodman & Son, 113 Madison 
Avenue, Memphis, Tenn. 
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"Orienta™ Cultured Pearls 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 





















































Left—China and silver are combined in 
these new items from Crown Silver, Inc., 46 
Walker St., N.Y.C. Imported, hand-decorated 
sugar and creamer with heavy sterling bases 
to retail at $9 the set. Four coasters, $10. 









Far Left—From Gruen Watch Co. comes this new 
“Exotique” with pastel-blue dial and matching 
suede strap. In gold-filled case with ornate 
design. 17 jewels, unbreakable mainspring. 


Also available in white. $71.50 FTI. 










Left—This is the new Marc-Nicolet “Count.” 
The watch is yellow gold-filled with match- 

ing expansion band. The “Count” is water proof, 
has 17 jewels, sweep second hand, skip numeral 









dial with tapered markers. $59.50. 











Far Left—This floating opal cross is offered 
by Opalite Inc., 1311 Lombard Street, Phila. 
Cross is made of pyrex filled with liquid in 
which “swim” a number of small opals. Available 
through distributors. Price $9.75 plus tax. 










Left—This Wittnauer “Nursery” Humi-Therm 
(combination thermometer and relative humidity 
indicator) for a child’s room is designed in 
pastel pink or blue. Engraved and gold-stamped 
in four colors. 334 in. x 7% in. $6.95. 











Far Left—One of the new line of watchbands 
by Watchbands, Inc., North Attleboro, Mass. 
14-karat gold top shell; steel reinforced. 

Two men’s styles are to retail at $19.95, and 
two ladies’ styles to retail at $14.95. 
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Right—International Sterling’s birthstone 
feeding spoon features a jewel to honor the 
baby’s month of birth and small-size bowl, 
just right for the size of a small baby’s mouth. 
Prices range from $8.50 to $17.50. 


Far Right—This is the “Stetson,” RCA Victor’s 
pocket-size transistor radio. Weighs only 

one pound. Plug-in optional earphone. In 
charcoal-and-white or pink-and-white case of 


non-breakable “Impac” plastic. $44.95. 





Right—From Silvercraft Company, Inc., 20-24 
Yeoman Street, Boston, comes this set of 
sport or opera glasses. 414 in. x 24 in. x 

34, in. when flat. Weight only 7 ounces. 

To retail for $7.50. 


Far Right—Doxa Watch Co., 665 Fifth Ave., 
N. Y. C., offers this “Jump-Second” watch 

for scientists and physicians. Full second count 
plus stop-watch control. In stainless steel, 

$115 FTI; with gold-plate bezel, $120; in 14-K 
gold, $220. 


Right—For lighting and snuffing table candles 
comes this “Snuff-O-Lite.” Product of Graff, 
Washbourne and Dunn, 158 West Forest Avenue, 
Englewood, New Jersey. The Snuff-O-Lite comes 
in sterling silver and is $10 keystone. 


Far Right—The “Star-Flyte” kitchen clock by 
Haddon Products, Inc., 2066 S. Canalport Ave., 
Chicago, features eight-pointed white star 

with brass, copper or chrome ring and hands. 
12 in. diameter. AC current. $9.95 plus FET. 
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The Action Display Way 
to B-O-O0-S-T 
Your Sales 


[ZEZLI Rotosho 


MODEL SM-10 ELECTRIC TURNTABLES 
EACH 


$85 


List Price F.O.B., 
L. |. City, N. Y¥. 








LOWEST PRICE EVER 
FOR A UNIT OF THIS KIND! 


Motion makes money for you. Kasson Roto-Sho turn- 
tables focus attention on your merchandise, make 
passers-by stop, look, BUY! Place Roto-Sho turntables. 
on counter tops, windows, selling floors; these automatic 
salesmen make money for you. 


MODEL SM-10 ROTO-SHO JR. 


¢ Costs only %¢ a day to run. 

¢ Lightweight, sturdy, carries up to 10 Ibs. 
© Revolves 3 times a minute. 

¢ 110 volts, A.C., 50/60 cycles. 

© All steel construction; UL approved cord. 


MAKE FULL USE OF 
AVAILABLE ene Rintcieteoen 
Special Roto-Sho jr. 
Build-up Unit 

EACH 


$] 150 


List Price F.O.B., 
L. I. City, N. Y. 


Includes: 










electric savnesble 
1 — 12” diameter disc* 
1 — 14” diameter disc* 
*Tier discs made of sturdy, lightweight FREE 
1%” Masonite; silver crackle finish. 
Illustrated Catalog 


DELIVERY OUT OF STOCK 
IN 24 HOURS 


All KASSON Roto-Sho units are backed 
by a 10-day money back guarantee! 
RARE IES TT UE TE OT A 








Gentiemen: Piease send me: JOCK 17 
[] MODEL SM-10 Kasson Roto-Sho Jrs. @ $8.95. 
[] MODEL SMP-70 Kasson Roto-Sho Jr. Build-up units @ $11.50. 


[}) FREE illustrated catalog showing Kasson Roto-Sho build-up 
fixtures, skeleton and ceiling turntables, and prices, 


Enclosed is my [] Check [] Money Order for $............ 
i hh bewaweeeetsceds dobesbebsdedstcess subeawean pessense 
Bs onc ccccocccncccvcccconeccccccncs beeseeséoscesceseseess 
PD sea cncdaccddeseodovesccesivececquasssssoessdsescenees 


KASSON DIE & MOTOR CORP. 


0 Northern Boulevard Long Island City 1, New York 











They're New They’re 




















rom Oneida Ltd., Silversmiths, Oneida, 
New York, comes this new fluted oblong bowl 
in their inexpensive O. L. Special line. The 
bowl is 10 in. long, is heavily plated and 
retails for $9.95. 





The Chelsea Clock Co., Everett, Ave., Chel- 
sea, Mass., introduces the “Versailles” wall 
clock. Brush-finish, gold-plated case. Eight- 
day, eleven-jeweled lever movement. 8 in. 
diameter; 2% in. depth. $165 FTI. 





This new ATO clock that runs for five years 
on a single small battery is offered by Henry 
Coehler Co., 101 Fifth Ave., N. Y. C. Gilt pol- 
ished brass case and base with silver dial and 
raised gilt numerals. $50 keystone. 
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Yours to Profit BY (from page !07) 


This is one of Squire’s new sets of men’s 
jewelry. Tie clasp and cuff links in the oval 
pattern in antiquated Rhodium with rhine- 
stones retails at $3.50 plus tax. Catalog on 
request. Squire, Inc., Taunton, Mass. 


A new approach in table lighter styling for 
home or office, Ronson’s “Bolero” set consists 
of lighter and matching ash tray of modern 
glazed ceramic. Gift packaged. The Bolero 
set retails for $17.50 


The “Statesman” by the Wadsworth-Hadley 
division of Elgin has thin hands and simple 
markers. Available with either black or white 
dial. 17-jewel movement that is shock resis- 
tant and water proof. $35.74 FTI. 
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creates ring blanks 
IN ANY SIZE, || 
from fine grain, 
ductile 14K 


GOLD BAR 


ee 3 STAGES ~« 
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a MANUFACTURING STEP 
ae . B REDUCE YOUR INVENT- 
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washer 


for ALL TYPE RINGS 
in 250 different sizes 
thicknesses to 3/16” 
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sized form 


READ Y-TO-FINISH finger 
sizes: 00-15 widths to 18mm. 
wall thickness to 3mm. 


in = | 
precision blank 
SEAMLESS WEDDING RINGS in thousands 
of models . . . or to your design. 


Under NORDT’s new policy of ring blanks made in 
any of 3 stages, your ring manufacturing costs are 
lowered .. . you achieve a new flexibility in styling 
... you need maintain only the smallest stock. 


NORDT’s unvarying quality and precision inspections 
from raw gold melt to finished gold blank (karat 
well above the legal limit) is processed to provide 
maximum workability, sized and shaped to extreme 
accuracy. Ring blanks are available in any karat 
and all colors: yellow, white, pink, green and two- 
tones of any combination. . . azured or tapered. 


We even supply rolled gold bar. 


Why not let NORDT carry the burden of your ring 
manufacture? YOUR PROFIT will be so much greater! 


Call or write for information. 


JOHN C. CO.INC. 


Established 1872 Industrial Village 
CEnter 9-1872 CedarGrove, N.J. 
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COUNA 


and a few of her friends 


etiam 


ele> Meters: 
| ) ] . 
e in } eariescenit 


Fitted 


merican Beauty 
nampagne acked 
» pel elers 


‘ 


Same as above 


$8.45 per doz 


“NORMA” 


No. 3-5 — Beautiful bible design No. 45-46 — Hear 
able rosary box, « ; Eel ae etsl-amele> omme F 
bo Available in clear or No. 46 
Gareth aleltt- Tih meer la ae olor | sti A 
is for a wedding ring rul Mads 
ber 5 1s for a rosary weautiful by the « 


’ '¥y 
$3.40 per elere on top and elelacetes 


“REVERENCE” “SWEETHEARTS” 


No. 195 - A new and graceful design with raised inset 
pad which is removable and interchangeable with insets 
of other designs. Available in Pearlescent or Pastel col- 
ors White, Ivory, Blue, Turquoise and Coral. Fitted with 
Crystelle velvet pads in White, Champagne, Royal Blue, 
Coral, Turquoise, and American Beauty. Packed in indi- 
Watehtt-SMmeelele- theta. $11.90 per doz. 
No. 196 With two heart inset / 


ane Oe like mele 
No. 197--With two bell inset \ . — 


“COQUETTE” 


Ao 
3 


Besant 


oeket JEWELRY BOX, Inc. 


125 East 144th Street, New York 51, N.Y. 


Write for catalog showing complete line 
Sold only through wholesalers 





They’re New ... They're 


The Zodiac Watch Agency, 15 West 44th 
Street, New York, N. Y., presents this “Can- 
dide” wristwatch. In 14K-gold case. 17-jewel 
movement and unbreakable mainspring. Re- 
tails for $89.50 FTI. 





Religious cross by Forstner, Inc., Irvington, 
N. J. Simple and ornate styles. Set in chains 
of varying lengths, some with cultured pearls. 
Available in gold-filled or sterling, to retail 
from $3.50. 


The “President Garfield’ man’s watch by 
Longines-Wittnauer anticipates what appears 
to be the trend toward shaped watches. 14K- 
gold square case. Hand-fashioned and ultra- 
thin. Retails for $150 FTI. 
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Yours to Profit By 





The “Sinclair” by Hamiltor has a square 
face and narrow bezel. The sterling silver 
dial is set with pearled dots and 18K-gold 
numerals at 9, 12 and 3. 22 jewels. Shock 
resistant. 14K yellow gold case. $115 FTI. 





PERFORMANCE 
sun, WITHOUT EQUAL 
SINCE 1907 





Mfd.by ARCH CROWN TAGS, INC. 


277 Halsey St. Newark 2. NJ 














CASH for Your 





ee: | Surplus Silver 
Round “Spectaculight” diamond ring by | fl 

Karlan & Bleicher, Inc., 1836 W. 52nd St., 

N. Y. C. Center stone overtops surrounding We will pay cash for any of your sterling patterns 





—any quantity, large or small — active, inactive, 


melee to blend into a unit. Available in a 
obsolete, new or used. 


choice of sizes and mountings. 

We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 





Send shipment for immediate offer. Our check 

L covering payment in full mailed same day. Silver 

Shockproof customer needed! will be held intact awaiting your acceptance or 
as rejection. 


° A customer came into Henebry’s jewelry store in | | We are also interested in cooperating with jewel- 
| ers who receive calls for older sterling patterns that 


Fayetteville, N. C., complaining that her watch was | are no longer available. 


constantly either gaining or losing. Questioned about 
Reference: Jeweler’s Board of Trade or 


Dun and Bradstreet 


the way she wound her watch, she said that she wound 
it in a normal manner. The saleswoman then sug- 
gested that maybe she should have a shockproof 
watch. The customer said, “Yes, that’s just what I Jalias Goodman 
need. Last week my grandmother died and when | & Son 


they told me about it, I was so, shocked, the watch 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS. TENNESSEE 





stopped for a whole hour!” 
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JEWELRY—CHINA—OBJECTS D’ ART 


A professional auction service 
by a professional jewelry auctioneer 


A service that has been put to use for firms and situations 
@s varied as: The Steiner Liquidation, Sutton, Neb., population 
1500; Our two history making sales, Feagans Company, Los 
Angeles, inventory values over three million, and our cele- 
brated group sale for the six leading jewelers of St. Louis, 
Me., consisting of approximately $800,000 taken from their 
six stores for the auction. 


A FEW OF OUR MANY AMAZING COMPLETE 
LIQUIDATIONS OF THE YEARS 1954-55-56 


Robert Meyer, Jr., Pres. Nebraska Retailers, Scottsbluff; L. W. 
Terry, store Est. 1884, Kalamazoo, Michigan; C. W. Meyer, 
Benton Harbor, Michigan; Shanks Jewelry & Music Store, 
Waterloo, lowa, a firm that grossed $500,000 their last year 
in business; Bob Reneau, Alva, Ok.; Weldon Jewelers, Paw- 
hauska, Ok.; Neubauer Jewelers, Dayton, Ohio; Omaha's Oldest 
Stere for Finance Company; Wren's Jewelers, Clinton, Ok.; 
Frank M. Knoell, Mt. Sterling, Ky.; Thomas & Thomas, Cole- 
redo Springs, a sale attended by the elite of the Rockies; 
Adm. Sales for H. P. Sutton, McCook, Neb., store est. 1888; 
Geiger & Ament, Louisville's fine old store; Jack Workeringer, 
Litchfield, Ill.; And many others in the states of Texas, Cali- 
fornia, Ohio, Nebraska, Oregon, lowa, Indiana and the 
Dekotas. 

$200,000 Removal Auction for Middletons, Ft. Lauderdale, 
Flerida, the head of which was four times President of Florida 
Retail Jewelers. 

WHEN MATTERS CANNOT BE 
SETTLED BY LETTER WE WILL 
COME AND SEE YOU AT OUR stock will bring either in 
EXPENSE bulk or at auction. 


AMERICA’S FOREMOST JEWELRY AUCTIONEER 


Thomas J. Faussett Howell, Michigan 


We can tell as close as 
humanly possible what a 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 











BLUE BAROQUES & CABOCHONS (from page 105) 


and often the plastic can still be seen upon them. 
If plastic impregnation is suspected and present, 
a hot needle will burn the surface and bring out 
a typical plastic smell. This treated turquoise is 
durable, less susceptible to discoloration in wear, 
and quite attractive in appearance, but has, of 
course, no special value. A fine cabochon from 
Persia is another story, however, and will sell by 
the carat. The best Persian stones are matrix 
free and can even present a difficult identification 
problem when they are mounted and an edge 
which might be slightly nicked cannot be seen. 
A broken surface of true turquoise is dull, while 
a glass imitation has a vitreous conchoidal frac- 
ture which can be seen on even the smallest nick 
if the bottom edge is free for examination. 

Care should be observed in the treatment and 
wearing of turquoise. The density can be raised 
slightly by immersion in water, Anderson (Gem 
Testing) says by as much as 214%. The porosity 
that this reveals suggests that grease or oil can 
equally well soak into, and then discolor, tur- 
quoise, so precaution should be taken not to wear 
it while cooking, washing dishes, and the like. On 
the other hand the porosity can be useful; since 
pure water will do no harm, it can be used as @ 
test. The more or less brief submersion of a sus- 
pected piece of turquoise in water sometimes 
brings out, by letting water soak in, a network 
of tiny darkened cracks (which disappear again 
as it dries out) that obviously would not be ob- 
served in a glass imitation or in a water-proofed, 
plastic-saturated, powdery mass. 

Turquoise has been widely used in the East, 
and Chinese carvings, snuff bottles and decorative 
bits in oriental finery are quite frequent. (Fig. 2.) 
Caution should be observed however, in respect 
to the oriental figurines and snuff bottles, for 
there is a Chinese ceramic glaze on porcelain 
which makes an excellent approximation. Egyp- 
tian faience ware also has a turquoise color, but 
its luster is too obviously glassy (even having the 
iridescence of ancient glass in some of the old 
pieces) to be very deceptive. 





LOVE THAT CUSTOMER (from page 88) 


in his business. Especially in taking care of dif- 
ficult customers he shows himself a master. 

A man comes in demanding to have a watch re- 
paired in an impossibly short time. Mr. Jagielky 
says, “Mr. X, if you are in such a hurry, take my 
watch and wear it until yours is ready.” Aston- 
ished at such an offer, the man admits the un- 
reasonableness of his demand and agrees to wait 
for his own watch. 3 

Mr. Jagielky’s father started the business in 
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1884, and in the early days young Louis peddled 
silver polish for him from house to house. 

“I had many a door slammed in my face,” he 
says, “and I remember how I felt. So I instruct my 
girls always to treat everyone with respect. If it’s a 
beggar who comes in, never turn him away—give 
him something. If it’s a salesman, buy something 
from him. Help him along. Beggar, salesman, cus- 
tomer, whoever it is, is king here, and we treat 
him accordingly. If he should misbehave and for- 
feit his throne, we simply feel sorry that he should 
so far forget himself.” 

In addition to participating in church and phil- 
anthropic activities, Mr. Jagielky is a member of 
the Union League and a member of the bar. Some- 
times his legal knowledge stands him in good stead 
and furthers his ceaseless efforts to help people. 


One day he called a customer’s attention to two 
broken diamonds in her watch. She said she knew 
they were broken but could not afford new ones. 
He asked if the broker stones had been insured. 
She said they had been but she had not been able 
to collect. Might he please see the policy ? She gave 
it to him and, after reading it, he put in a phone 
call to the agent on the case. The agent agreed 
with him that a certain paragraph covered the 
situation and assured him that the woman would 
receive her money. Mr. Jagielky ended up by sup- 
plying the two new stones. 


The one thing he loves as much as he loves his 
fellow human beings is the beautiful merchandise 
he sells. 


“We see so many people with sour, gloomy 
faces,” he says, “and yet they have five wonderful 
senses with which to enjoy the world. Here is this 
tiny diamond’—he takes it up in his fingers— 
“with no senses at all, yet it is sparkling, brilliant, 
joyous, giving joy.” He looks at you inquiringly 
and you nod your head. “If I had fifty sons,” he 
goes on, “I should want them all to go into the 
jewelry business—because jewelry is so beautiful.” 


When you leave 1603 Walnut Street, you know 
you have been in the sanctuary of a man who is as 
much artist as merchant, and you say to yourself, 
“No wonder he’s such a success and attracts so 
many customers. He’s happy and makes every- 
body else happy. I understand my first impres- 
sion now—the man and the store are one.” 





General Ulysses S. Grant once received a solid gold 


invitation card, mailed in a sterling silver envelope. 


Queen Elizabeth I is believed to have worn the first 
wrist watch, “an armlet or shakell of gold, garnished with 


rubyes and dyamondes, having in the closing a clocke.” 
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Shooting for 
a BASKETBALL CHARM 


ry Fisher 


Get team orders for charms through our experienced service. 
Basketball is the sport with teams everywhere. The Fisher line, 
in Gold Filled, Sterling or Karat Gold is a money maker for 
retail jewelers. Orders for special engraving can be handled 
easily. Through wholesalers. Catalog available. 


J. M. FISHER COMPANY, Attleboro, Mass. 


with raised, hard onomel em i 
letters ? 

















St. Joseph of Copertino 
Flying Medallion 


designed by 
C. Paul Jennewein 


This medallion, not limited to a single creed, and made 
famous during World War II as a special guardian of air 
travelers, is available again for the first time since 1946. 
Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 
S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 
S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 

@ Write for price list @ 


AIRBORNE MEDALLION CO. 


153 East 70th St. New York 21, N. Y. BU. 8-2718 
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TIMES HAVE CHANGED (from page 8!) 


WHOLESALE 
SALESMEN 
WANTED 


After January Ist 


We expect to have openings for several top-flight, 
experienced, Wholesale Jewelry Salesmen. Com- 
mission Basis; Drawing Account. 


The finest and most complete line in the Trade 
—Jewelry, Watches, Diamonds and Mountings, 
Clocks, Silverware, Novelties, and Tools and Sup- 
plies. Liberal Commissions. Our Big Catalog, “The 
1957 Becken Book” brings in mail-order business 
between calls. Travel about 40 Weeks a Year. 





Remodeled last summer, The Jewel Box, Winchester, Vir- 
ginia, presents this attractive display window to passers- 
by on Loudoun Street. Indented carrara glass below the 


In your reply, tell us about yourself, your experi- 
window gives a modern effect. 


ence, and background, and inclose a late snap- 
shot. Also, tell us the territory that you traveled. 
the approximate volume and the make and model 
of your car. 


All replies held strictly confidential. 
Address The President, 


A. C. BECKEN CO. 


P. O. Box I Cuicaco 90, IL. 


























ng ae . William R. Keys, owner of J. H. Myers & Co., made his 
HECO | # ©” m= £f . | | new store at 6711 Ogontz Avenue, Philadelphia, with his 
| ~~ £ : own hands, working 18 hours a day for three months. 

Above is shown his attractive gift rack. 


CLOCK 


#1018 


® 
RETAIL 


#1018 — Modern brass gntern 
29 95 lo 8” x 5%" x 4% aalelachacte| 
e el -ba-}i-telel-teMal-lelmell-> diellek tm ailimtehiia 
iTliismeclt-MENTIR7-lee)lehi-le Me Maellel MET ali: 

elelicMal'lis| 14010 ae Oh 2-1 aelall ole tm a-) i 
and starts pre-assembled pendulun 


SEND FOR NEW PRICES AND CATALOG 


HENRY COEHLER CO., Lié One section of the enlarged and redecorated store of 


101 FIFTH AVENUE ' NEW YORK 3, N. Y. Wolsh Jewelers in Towson, Maryland. Open displays per- 
1524 Merchandise Mart Chicago, Ill. mit customers to handle the merchandise and full table 
settings are laid out as in a home. 
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“Silver Knight” Promotion 
Brings Swarms of Customers 


Four clerks were kept busy waiting on cus- 
tomers in the jewelry shop of E. J. Metzke in 
Milwaukee as a result of the store’s tie-in with 
a neighborhood Hallowe’en promotion. 

A. Silver Knight wandered up and down the 


streets, handing out gift certificates. Anyone | 


could get one who could show a copy of an ad 
for the promotion from the local paper. 

In all 1000 certificates were passed out. Mr. 
Metzke donated the two top prizes—an $85 dia- 
mond ring and a $39 watch. 

“For weeks afterward,” he says, “I had people 
coming in who had enjoyed searching for the 
Silver Knight.” 





BUILD YOUR OWN 
REFERENCE LIBRARY 


JC-K’s annual editorial index, the price- 
less merchandising tool covering the wealth 
of material published in 12 issues during 
1956, begins on page 16a of this issue. 


Use it as a reference for ideas on promo- 
tion, merchandising, advertising and pub- 
licity which can help you now! 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


By Manny 
Silverman 


SALES IN FEBRUARY 
AND MARCH 


TIMELY VOLUME AND PROFIT 
PRODUCERS — FOR SOUTH 
AND SOUTH WEST! 


| have just analyzed the results of 14 sales we con- 
ducted in the early part of 1955. | found that in 12 
of these 14 sales we easily reached the volume 
necessary to cover: 


1. Total cost of advertising—and other sales 
expenses. 


2. Our 10% Commission 


In the first 15 selling days—so that the balance of 
selling days—resulted in a profit in excess of $ for $ 


for total inventory. AFTER ALL EXPENSES! 


This was especially true in February and March in 
the southern part of our country. 


NOW tell me why | still hear of many jewelers who 
sell out to liquidators for 40¢-50¢ or 60¢ on the 
dollar! It seems so wrong that these jewelers should 
have so little confidence in their own stores that 
they even consider taking such a loss. 


lf you find yourself inventory rich and cash poor in 
February, 


If you find it difficult to meet your Christmas bills, 
If you want to sell your store, 


CALL PLAZA 7-4693 COLLECT NOW! 


| will come to see your store at my own expense! 
(| do not take a store unless | see it first.) Only 
then if we BOTH feel that we can be mutually bene- 
ficial to each other, will we proceed further. 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue — New York, N. Y. 
Tel. Plaza 7-4693 











BUENILUM... 


enduring design, 
consummate craftmanship 
and quality cae 
a complete line 
of hostess accessories 


competitively priced. 


Send for new illustrated folder. 





1372 
Relish Server 
Mahogany Handle 
9 ounce — Ht. 8%” 
Serving Trays 
1373-M Mahogany Formica Insert 
1373-B Black Formica Insert 
Overall dia. 22" Mp ee: 
ee at Ape | _ Coasters — Set of 6 
13 frees Formica aan 7 8 Y if 1333-M Mahogany Formica Insert 
374- ack Formica Insert | + 1333-B Black F ar ; 
Overall dia. 1942” . 3 iy eg cae a 








1371 &£ zee 
Condiment Set , 1370 
Mahogany Handle /; \ Buffet Sauce Server 
20 ounce —Ht. 10¥%2" 73 : | : with Candle 
fee | Capacity 24 ounces 
| Dia. 6” Ht. 8” 








1381 

Cocktail Stirrer 
Mahogany Handle 
14%" long 





Nationally advertised 
to the consumer 
the 
1379 ae 
New Yorker eee 


Silent Butler : : 
Mahogany Handle Guide For The Bride 
Dia. 742" Ht. Lye” and on television. 


Overall length 12%" 


1356 
2¥2 Quart Pitcher 


1369 
Tumbler 
12 ounce capacity 


BUEHNER-WANNER 66 Fort Point Street ¢* East Norwalk, Conn. 


Breslaver-Underberg Inc. Bolender and Company The Gront-Jacoby Co. Miller Bros. Limited Harlan P. Saubert Ralph Higgins Taylor 
225 Fifth Avenve 1551 Merchandise Mart 527 West Seventh St. 32 Front Street West 9809 Angora 2320 North 55 Street 
New York 10, New York Chicago 54, Illinois Los Angeles 14, Col. Toronte 1, Canada Dallas, Texes Omoha, Nebrosko 
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Right—‘Argenta”’ design in Franconia 
china from Bavaria is acanthus leaf bor- 
der in soft blue-grays with accents of 
platinum; 5-pc. setting, $13.95 retail. 
From Herman C. Kupper, Inc., New York. 


Far Right—‘Oakleaf’—new English bone 
china design by Aynsley has leaf border 
in gray with platinum edge line; on Port- 
land shape, 5-pc. setting, $15 retail. 

From Fisher, Bruce & Co., Philadelphia. 


Right—New “Skylark” design in Arzberg 
china shows delicately drawn border of 
tiny flowers done in blues and grays; the 
5-piece setting may retail for $9.95. 


From H. E. Lauffer & Co., Inc., New York. 


Far Right—Deeply sculptured “Aigle” bowl 
in heavy French crystal designed by Michel 
Daum; it is 13” in diameter and it may 

be retailed for $22.50. From showrooms 

of Daum Crystallerie, Inc., in New York. 


Right—Shown here is a group of handsome 
new pieces in heavy crystal made by Kosta 
in Sweden; the shapes are decorated in 
three different techniques. Distributed 

by Ebeling & Reuss Co., of Philadelphia. 


Far Right—Part of “red carpet” promotion 
for 1957 is this “Versailles” design in 
complete stemware suite in crystal from 
France; they are boxed in sets of eight. 


From French Glass Co.. of New York. 


‘Table top f 
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IN PRESTIGE 


iw PRICE 


The brilliance of sterling, the glitter of crystal combined 
in Silver City Glass to attract the attention of the most 
discriminating shopper. Yet these fine pieces are priced 
within the range of every customer —a sure lead to 
bigger sales volume. 


Write for complete catalog of non-tarnish silver or 
22 carat gol on crystal. 


SILVER CITY GLASS CO., INC., MERIDEN, Ci 
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Right—New “Frost Pines” pattern in 
Doulton dinnerware, done in olive green, 
white and mahogany against warm gray on 
coupe shape; 5-pc. setting, $8.75 retail. 
From Doulton & Co., Inc., of New York. 


Far Right—‘Provincial Rose” pattern done 
in 22K gold on modern “Tempo” shape in 
glassware; packed in sets of 8 to retail 
for $4; made by Libbey Glass division 
of Owens-Illinois Glass Co., Toledo, O. 


Right—New “Brentwood” pattern in 
Franciscan china shows platinum and white 
enamel flowers, gray leaves, on twilight 
blue; 5-pce. setting retails for $21.75. 

By Gladding, McBean & Co., Los Angeles. 


Far Right—‘Cellini”—new pattern in china 
shows motif done in blue, green and gold 
on coupe shape, finished with gold trim; 
5-pe. place setting may retail at $24.75. 
By Castleton China, Inc., New Castle, Pa. 


Right—Old Spode Greek engraving in 
brown with green leaves and yellow fig- 
ures appears on this 10” handled compote 
which retails for $23; 10” in diameter. 
From Copeland & Thompson, Inc., N. Y. C. 


Far Right—Graceful in line is this snack 
set consisting of two crystal bowls set 

on ebony-finished base, useful for food 

or for flower arrrangement; retail $12.50. 


By Fostoria Glass Co., Moundsville, W. Va. 


Table top fashions 
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Devon, in foreground—QOak Lear, in back 


Two unusually attractive 


new AYNSLEY patterns 
on the Portland fluted shape 


The superb quality and remarkable 
whiteness of this fine English Bone 
China enjoy world-wide fame. DEvon 
is decorated with a mint-green band 
and coin-gold print. Oak LEAF is 
in gray, with a platinum edge. Both 
are from an outstanding group of 
Aynsley patterns now available for 
immediate delivery. 


5-prece place settings, retail: Devon, $25... Oak Leaf, $15 


See our exhibit of imported dinnerware at 
the Palmer House, Chicago, during the Gift 
Show, February 3-13, Rooms 890 and 891. 


Exclusive U.S.A. Representative: 


FISHER, BRUCE & CO. 


One of America’s Largest Open Stock Dinnerware Houses 


9921 Market Street 1107 Broadway 
Philadelphia 6, Pa. New York 10, N.Y. 





China 
Glass & 
Giftwares 


by MADELINE LOVE 


Y the time you see this, the busy Christmas 
B season will be all over, your inventory will 
have been taken, and you will be facing 

the new year refreshed and eager. We hope! 

As a matter of fact, we do sincerely hope that, 
because the coming year is likely to be an active 
one. Sales of china and glass are expected to run 
high and if you are to get your just share of these 
sales, your stocks must include not only replenish- 
ment of proved designs but some of the many new 
ones to be introduced at the trade markets. 

That word “many” is relative. From advanced 
information, we believe you will find at the shows 
that manufacturers and importers have prepared 
for your inspection not just a multitude of new 
shapes, colors, and styles but a small group of 
carefully worked-out designs, many of them con- 
sumer-tested so that you can feel assured of a 
market for them. This has been a growing devel- 
opment among manufacturers of fine tableware 
during the past two or three years — more for 
some of them — and the results have been exceed- 
ingly good for both themselves and the retailer. 

Many of the new colors to be offered are in the 
“earthy” group — gray warmed with brown, for 
instance, and taupes, yellows, gold. These colors 
have not superseded the blues and the green-blues 
but they do represent a trend which has been 
developing during the past six months or so. 

You will find, too, a number of new designs in 
stemware. Ordinarily that would not be a news- 
worthy statement, but, as we all know, stemware 
seemed for a time to be undergoing a partial 
eclipse. But during recent months, most retailers 
began to notice an increase in interest in stemmed 
table glass, largely, no doubt, due to the trend 
toward more elegance and less casualness in table 
service. 


SERIES of 10 new patterns in Royal Doulton 
bone china and earthenware was introduced 
December 11 at a luncheon held at the Plaza 
Hotel, New York, for the national and trade 
press. William J. Carey, president of Doulton & 
Co., Inc., American agency for the English fac- 
tory, made a brief welcoming talk and introduced 
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J. Russell Price, director of design, who discussed 
the “new tradition” in dinnerware represented in 
the new designs. This new tradition, he said, is 
characterized by a modification of contours, with 
patterns that are contemporary in feeling but 
suggest the Classic Greek concept of beauty. 
The new patterns were arranged in a series of 
place settings as well as on wall cabinets, to sim- 
plify inspection by the guests. Following the 
luncheon, a new color movie called “Patterns and 
Places,” produced by the factory, was shown. 


UDGES for the 1956 Lenox Creative Table 

Setting contest are shown here, reading clock- 
wise: C. Louise Avery, associate curator of the 
Metropolitan Museum of Art; Nan Stevens Ran- 
som, representing Patrice Munsel, opera star; 
Kay Elliot, senicr editor of NBC-TV’s “Home 
Show”; Harriet Morrison, home furnishings edi- 
tor of the New York Herald-Tribune; Edward 
Wormley, designer of home furnishings; and 
Helen Spracking, director of the contest. 

This contest, which will be held for the third 
time in 1957, is designed for home economics stu- 
dents in high schools and colleges throughout the 
country, to teach them in the coordination of 
china, glass and silver on the table. More than 
200,000 requests for contest kits have been made 
by students during these two years. Announce- 
ments for the 1957 contest will be made in 
February. 


EMBERS of the American Fine China Guild, 
including Castleton, Flintridge, Franciscan, 
Haviland, Lenox and Syracuse, are holding their 
exhibit together at the Carlton House china and 
glass show in Pittsburgh this month. This is the 
second year the group has shown their merchan- 
dise all on the same floor at the Show, and this 
year, for the first time, they will do the same 
thing at the Ambassador Hotel, Los Angeles, dur- 
ing the California Gift Show. 

The guild will hold its sixth semi-annual meet- 
ing during the Pittsburgh exhibit and one of the 
main subjects to be discussed will be the comple- 
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“Andromeda” 
Bone China 
ona 


Coupe Shape Piicieer 


Earthenware 
on a Coupe Shape 


Today’s contemporary design will become 
tomorrow’s traditional. By catering to the 
taste of the day for nearly 200 years, Spode 
has built a line of patterns of continuing 
appeal. “‘Tuscan” and “‘Andromeda”’ are 
particularly popular today. For information 
about Spode, call at the showroom or write 


Wholesale Distributors 
Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, N. Y. 





Spode 


DINNERWARE 

















a oneesenennunence 


|  “PEGEEN” 


new 
line of 


STEMWARE 


Renowned 
WATERFORD 


Irish 


Lead Crystal 


Goblet 


App. $78 a Doz. 


Retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 


44-60 E. 23RD ST., NEW YORK 10, N. Y. 
712 S. Olive St. (Merch. Mart) 





Los Angeles, Calif. 


44 York St. 
Toronto, Ont., Canada 
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FRANCONIA CHINA 


One of Europe's Finest 


Elegantly simple .. . 

Contemporary in concept—traditional in inspiration: the most 
versatile dinnerware of all . . . true porcelain with pure white 
translucency in a discreetly modern shape. 

"ELEGANCE" trimmed with Gold bands. 

"GRACIOUS" trimmed with Platinum bands. 

5-pc. Place Setting with 10!/2" dinner plate: $11.85 (Slightly 
higher South & West). IMMEDIATE DELIVERY. F.O.B. NYC. 


HERMAN C. KUPPER, INC.  *{!,"93 245+ 





Who was the first English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 
And who brings you the heaviest national advertising pro- 
gram in the English china field? Royal Doulton, with a 
powertul Spring schedule in THE AMERICAN HOME, HOUSE & 
GARDEN, HOUSE BEAUTIFUL, THE NEW YORKER, MODERN BRIDE 
and SEVENTEEN. 





FROM PRECEDING PAGE 


tion of plans for the further education of con- 
sumers on the merit of fine china. A sales book- 


let for dealers and retail salespeople has been com- 
pleted and will be mailed early in the year to every 
jewelry, department and specialty shop which 
carries any Guild line. 


HEODORE HAVILAND II, president of 

Haviland and Co., Inc., and Edwin B. Mur- 
phy, president of U. S. Caribe, Inc. (Puerto Rican 
china), have announced that, effective January 1, 
there will be a combined operation comprising 
Haviland’s newly-established Riviera Division and 
the Caribe line known as Riviera Casuals. As part 
of the organization, Mr. Murphy becomes a vice 
president of Haviland, directing all Haviland 
sales including the Riviera division. He will also 
be active in the management of the Haviland 
Canadian subsidiaries — Theodore Haviland & 
Co., Ltd., and William Junor, Ltd. — both of 
Toronto. Most shipments of the Caribe Casuals 
will continue to be made direct from Puerto Rico, 
but a full stock will be carried in Haviland’s New 
York warehouse to permit more rapid delivery 
service on stock refills. 


a 


William R. Salisbury 


Foster T. Rhodes 


HANGES recently made in the Syracuse 
China organization include the election of 
Foster T. Rhodes to be executive vice president, 
and turning over the operation of the dinnerware 
division to William R. Salisbury, assistant to the 
president. 

Mr. Rhodes has been with the company for 28 
years, working in many of the productive opera- 
tion of the company’s two plants, and in 1949 was 
made vice-president in charge of production. He 
is also the new president of the United States 
Potters Association. Mr. Salisbury, too, has had 
many years of practical experience in the plants, 
starting with the company 22 years ago. He is 
presently treasurer of the American Fine China 
Guild. 


HE “Evening Star” pattern in Syracuse China 
was given the first honorary award of merit 
PLEASE TURN TO PAGE 124 
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A skilled Limoges 


craftsman carefully 





dips the china in 





The art of creating fine Limoges china a vat of glaze 


has remained a cherished craft 
among generations of French artisans. 
The perfection of its design and shape... its unsurpassed 
beauty ... its high lustre and translucence have made Limoges 
china famous throughout the world. Historically famous for its charm and 







before firing. 


durability, Limoges has a great attraction for today’s hostess. Traditional 


quality makes Limoges a national booster for your sales. 


Limoges 











CREATED BY FRENCH CRAFTSMEN 


Limoges china is available from the following manufacturers and their distributors: 


PORCELAINE CHARLES AHRENFELDT PORCELAINES G.D.A. PORCELAINES A. RAYNAUD & CIE 

Herman C. K , Ine. Charles F. Lamalile France Energic Corporation 

39 West 2 Street, N. Y., N. Y. 1123 Broadway, N. Y., N. Y. 302 Fifth Avenve, N. Y., N. Y. 
PORCELAINES i. BERNARDAUD & CIE HAVILAND & CIE FONTANILLE ET MARAUD 

~ A. N. Khouri Haviland & Co., Inc. ROBERT HAVILAND & C. PARLON 
4 th $ _N.Y.,N.Y. 270 Park A N.Y. N.Y. 

ae ee ee eavegage MALBEC & TREILLARD FRERES 
Poneman: eeonees sown A. a CIE . me 

55 East 57th Street, N. Y., X.Y) 44 East 23rd Street, N. Y.,N.Y. PORCELAINERIES DE LA HAUTE VIENNE 
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GIFT BOX USERS 


Large and Small 


W neter you use GIFT BOXES by the dozen... 
or by thousands, you'll want Pictorial’s New 1957 
Gift Box Catalog as an ever ready ‘Buyer's Guide.”’ 


Here’s a Complete Packaging Service for Gift Shops, 
Merchants and Jewelers . . . completely illustrated. 
Includes prices, QUANTITY DISCOUNTS, sizes, stock 
paper samples, information on printing and die 
stamping, hints for economical shipping, etc. 
BARGAIN BOX ASSORTMENTS consisting of 6 to 
90 boxes in varied sizes, specially priced. 


DON’T BUY any boxes until you've studied this 
money saving Pictorial Catalog. MAIL COUPON 
NOW for your Free Copy. 


Pip PICTORIAL 


PAPER PACKAGE CORP. 
15116 Merchandise Mart, Chicago, Ill. 
232 So. Lake St., Aurora, Ill. 


Pictorial Paper Package Corp. 
232 So. Lake St., Aurora, Ill. 


Please send NEW FREE CATALOG of your complete 
GIFT BOX line for 1957 


Nome 





Firm__ 





Address__.____ 

















CHINA, GLASS & GIFTWARES (from page 122) 


for dinnerware at the 19th Ceramic National 
Artists In Industry exhibit held this fall in the 
Syracuse Museum of Fine Arts. Mrs. Ellen Man- 
derfield, industrial designer, created the pattern. 


T a breakfast given December 12 in the New 
York showrooms, the Syracuse Ornamental 
Co., Inc., introduced its newest collection of deco- 
rative wall accessories designed by Harry Lay- 
lon. The theme of the new designs is a new 
approach to being “‘at home” with elegance, giv- 
ing luxury without heaviness and achieving splen- 
dor while retaining quiet good taste. Among the 
new clocks are a French Baroque 8-day wall clock 
with carved dial, a “Crescendo” music clock, and 
the well-known “Sunburst” clock 32” in diameter. 
In the framed wall mirrors, size has been used to 
advantage, the largest measuring 32” by 50”. A 
pair of fighting stallions is among the new animal 
plaques, and the floral plaques include 42” pieces 
in Dogwood or Rose design. Another new idea is 
a large console shelf in traditional style, to be 
used along or teamed with a framed mirror, pair 
of sconces, or other accessories. 


OSIAH WEDGWOOD & SONS, American 

branch of the English china and earthenware 
factory, has opened a showroom and warehouse 
at 505 Alexander Street in Vancouver, British 
Columbia. Hensleigh C. Wedgwood, chairman of 
the Canadian company, director of the parent 
company in England, and president of the United 
States company, attended the formal opening. 
Michael Eccles, well known to Wedgwood accounts 
in the West, is in charge of the new operation in 
Vancouver and will carry a stock of 35 dinner- 
ware patterns and a selection of accessory pieces 
for immediate delivery. 


ISHER, BRUCE & CO., of Philadelphia and 
New York, importers of china and glass, has 
named the Vincent Lippe Corp., of New York, as 
its sales agent for the artware line of Rorstrand 
porcelain, from Sweden. Fisher, Bruce & Co. will 
continue to handle the dinnerware line of Ror- 
strand and will import the entire line. 


NEW wing of rooms on the sixth floor of the 
Palmer House has been made available to 
exhibitors at the Chicago Gift Show, to be held 
February 3 to 14. Several quality lines have been 
grouped together in the new location. Two social 
events planned during the Show include a bingo 
party on February 12 at the LaSalle Hotel and a 
dinner dance to be held February 7 at the Palmer 


House. 
PLEASE TURN TO PAGE 126 
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NOW! 
more 

profitable 
than ever 











PYRAMIDS 


PARASOLS BLUE DOVES 


3 EXCITING NEW PATTERNS 
IN OUR RECORD-BREAKING 


= 





cook, bake and serve true china... replaced if it breaks* 


The first seven high-fashion patterns were immediate best- 
sellers, everywhere. Now we introduce three sure-fire new 
ones, selected by our fashion jury to make this pace-setting 
line complete for every taste. Impromptu has triple appeal: 
quality, backed by our famous Warranty; price, 5-piece 
place settings from $4.95 retail to meet earthenware com- 
petition; and proven style. It’s America’s hottest selling 


dinnerware. 


CHINA COMPANY 


*in accordance with warranty 
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Add these new patterns to your profitable Impromptu line. 
PYRAMIDS... Elegance in a contemporary mood. A formal pat- 
tern with a geometric border in muted greys, accenting the 
gleaming white finish and graceful Impromptu shape. 
PARASOLS... An abstraction of soft tones against pure white 
combining pale blue star shapes, with lavender accents, and 
streaks of gold in an oriental, appealing manner. 

BLUE DOVES... An imaginative, exotic pattern featuring two 
pale blue doves encircled by a bower of green branches. Fragile 
flower shapes in unusual pastels add to its charm. 


uols 


SYRACUSE, NEW YORK 








FROM PAGE 124 


HOMAS W. HOGAN, president of Flintridge 

China, chairman of the committee for the 
California Gift Show to be held January 20 to 25 
in Los Angeles, has announced that Neil Petree, 
president of Barker Bros., will be the speaker at 
the buyers’ breakfast set for January 22 in the 
Biltmore Bowl. Walter Starnes is chairman of 
the breakfast sub-committee, and the master of 
ceremonies will be Marvin Miller, television and 
movie star. This market will be the first in which 
the regular gift show joins forces with the former 
Western Jewelry and Silverware Show into one 
big exhibit. It is also the first in which the Am- 
bassador Hotel replaces the Alexandria Hotel as 
one of the exhibit locations. Other sites include 
the Merchandise Mart, Brack Shops and Biltmore 
Hotel. 


RED B. ORTMAN, chairman of the board of 

Gladding, McBean & Co., of Los Angeles, 
manufacturers of Franciscan china and earthen- 
ware, has retired after 36 years of continuous 
service as an executive with the company. Mr. 
Ortman continues as a member of the board, but 
his position as chairman has been eliminated. He 
was elected to the chairmanship in 1953 and held 
both that office and the presidency of the com- 
pany until 1955, when C. W. Planje was elected 


president. During his 35 years with the company, 
he has guided its growth from sales of $6,000,000 
to $33,000,000. 


ORNELIUS M. FLIASHNECK has been ap- 
pointed sales representative for the Rosen- 
thal-Block China Corp. in the territory of Michi- 
gan, Indiana, Ohio, Kentucky, West Virginia and 
Pittsburgh. 





BUILD YOUR OWN 
REFERENCE LIBRARY 


JC-K’s annual editorial index, the price- 
less merchandising tool covering the wealth 
of material published in 12 issues during 

| 1956, begins on page l6a of this issue. 


Use it as a reference for ideas on promo- 





tion, merchandising, advertising and pub- 





licity which can help you now! 
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fon June CORDIAL DECANTERS 


by Vallerysthal & Portieux 


EXQUISITE handcut designs on bril- 
liant jewel-like crystal. Sophisticated 
and lovely, these distinctive decan- 
ters add a touch of luxury to any 
setting. 

A perfect combination of fine 
quality and superior workmanship 


Left to right: 
No. 310—"VERSAILLES” 


$7.50 each 
No. 309—" TRIANON" 

$5.00 each 
No. 311—"LOUVRE" 

$7.50 each 


All are 12 oz. capacity. 
Prices are retail. 
Immediate delivery 


See our complete line at all principal 
Gift Shows. 


Send for illustrated literature of other 
French imports. 


THE 


FRENCH GLASS 


co. INC. 


610 FIFTH AVENUE 


Xx NEW YORK 20, N. Y. 
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ALL the prestige and profit-making lines 


will be ready for your spring buying at 


The 33rd ALLIED GIFT & JEWELRY SHOW 
Hotel Adolphus, Dallas, February 17-21 


The 25th DENVER GIFT & JEWELRY SHOW 
Hotel Albany, Denver, March 3-6 


America's most popular buyers markets are managed by 
ALLIED EXHIBITORS, INC. 
3832 Wilshire Bivd.. Los Angeles 5, Calif. 
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» stele to ma@tchuevéry siz@. | With “Wodley folding boxes KIN-LOCK and TRU-SO diamond 
foldérs you ¢dn! say goodby to wrop rings, one of the best-designed, best-pack- 
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Marion, Indiana 
A DIVISION OF MORRIS PAPER MILLS 
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Brierly 


ALL SEGMENTS OF THE JEWELRY INDUSTRY have joined with other retail and manufacturing 
interests in testifying before the House Ways and Means Subcommittee on Excise 
Taxes, pleading for total repeal, or substantial reduction, of excise taxes. Arnold 
Schiffman, chairman of the Jewelry Industry Tax Committee, was one of the chief 
witnesses. Schiffman presented strong, carefully reasoned arguments for repeal of 
the discriminatory jewelry excise tax. A representative of the jewelry workers’ 
union gave labor's reasons for requesting repeal of the excise. Government spokes- 
men voiced strong opposition to repeal or reduction during the hearings. Russell 
Harrington, Commissioner of the Internal Revenue Service, stated that retail excise 
taxes should be regarded "as a permanent part of the Federal tax structure." 


IMPORTS OF CHEAP-LABOR JEWELRY are seriously harming the domestic industry, accord- 
ing to the Speidel Corp. and the Manufacturing Jewelers and Silversmiths of America. 
Speidel has asked the U. S. Tariff Commission to investigate and curtail imports of 
expansion watchbands and identification bracelets which, the concern claims, in- 
fringe on its patents. George R. Frankovich, executive secretary of the Manufactur- 
ing Jewelers and Silversmiths of America, issued a lengthy statement in which he 
pointed out that Rhode Island has lost more than 7000 jobs during the past few years 
due to "unfair" foreign competition. He said that his organization is attacking the 
problem from legislative and judicial angles. 


THE FIRST PLATINUM FUTURES MARKET in history opened at the Mercantile Exchange in 
New York on December 3. A number of contracts for shipment in January, and others 
for shipment in April, were sold. Jewelry and platinum displays accompanied the 
opening of this historic market. Previously, all platinum trading had been accom- 
plished through private trade. 


THE OFFICE OF DEFENSE MOBILIZATION has set the date for public hearings on imports 
of watches and movements from Switzerland. The domestic manufacturers are attempting 
to show that imports are putting American watchmakers out of business. At the same 
time, they are attempting to show that the domestic watch industry is essential 

to the national defense. Hearings will begin on January 7. 


THE GEMOLOGICAL INSTITUTE of America has announced that two new courses for the 
retail jeweler are now available. One is "Progressive Retailing for the Modern 
Jeweler,” and the other is "Jewelry Designing.” 


55,000 SHARES of stock in Tiffany & Co. have been turned over to the Bulova Watch 
Co. by Irving Maidman, a New York real estate man. The transaction reportedly in- 
volves about $2,000,000. It represented the repayment of a loan which Bulova had 
made to Maidman in an attempt to get control of Tiffany. 


THE DIAMOND COUNCIL OF AMERICA is sponsoring a national scholarship program which 
will give promising young students a chance to Study diamontology at no charge. Upon 
completion of the course, they will be eligible for a national $1000 scholarship. 
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A SYROCO CLOCK TELLS MORE 
THAN TIME! 





3384 SUNBURST CLOCK 


It speaks elo- 

quently of beauty 

first, the deep-carved 
elegance-in-depth that is 
Syroco’s alone. Let’s face it: 

your homemaker customers take 
mechanical perfection for granted. 
What really sells them is style. Year 
after year (and, as you can see, 1957 
is no exception) Syroco comes up 
with the Fashion Firsts, dazzling 
originals that out-shine, out-sell 
them all. This, mind you, at full 
retail mark-up! A word of caution: 
only Syroco Originals are processed 
of genuine SyrocoWood, that exclu- 
sive material which triumphantly 
fulfills even the subtlest inventions 
of the wood-carver’s art. ALL 
SYROCO CLOCKS HAVE 
FRONT-WIND, 8-DAY, 
JEWELED MOVEMENTS, 
GUARANTEED FOR 1 YEAR. 


Elegance-on-a-Budget! 
3388 FRENCH BAROQUE CLOCK 


13” high by 11” wide 
METALGOLD, WHITE DEC. GOLD 
Pkd. 1 $20. retail 


PLANTER 
CLOCK 


2614” high 
by 9” wide, 








3382 SCONCE CLOCK S¥e” dial 
; Solid brass container, 
22” high by 16” wide, 644” dial tlh 3%” deep 
— WHITE DEC. GOLD 
. Pkd. 1 
3386 CARVED-DIAL CLOCK $40. retail $40. retail 
2012” high by 1914” wide 
METALGOLD 
Pkd. 1 
$30. retail \ll designs co} 
\ll prices shown suggested ret Slightly higher in West. Usual trad ’ 
SEE SYROCO AT ALL LEADING JEWELRY. FURNITURE AND GIFT SHOWS 
‘mall eta NEW YORK: 225 FIFTH AVENUE 
ead pricelist. Si} orrnoins CHICAGO: 1526 MERCHANDISE MART 
 snescanneinenes a . HIGH POINT: 108 EAST COMMERCE STREET 
VE SEATTLE: 2028 SECOND AVENUE 
SYRACUSE ORNAMENTAL COMPANY, INC 613 8 CLINION ST... SYRACUSE 2, No 4 
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Representatives of Jewelry Industry Testify 
In Congress for Repeal or Cut of Excise Tax 


Washington, D. C.—Spokesmen for 
all segments of the jewelry industry 
have joined with other retail and 
manufacturing interests in pressing 
for repeal, or at least reduction, of 
the burdensome excise taxes. 

Hearings are currently under way 
before the House Ways and Means 
Subcommittee on Excise Taxes, 
headed by Rep. Aime Forand (D., 
R. I.). The subcommittee expects to 
hear about 200 witnesses, and receive 
many written testimonies, before it 
begins actual deliberations. 

The subcommittee is expected to 
make its recommendations within the 
next two or three months, concerning 
which, if any, of the war-time excise 
taxes should be repealed or reduced. 

Most witnesses before the commit- 
tee have demanded repeal of the ex- 
cises, charging that they stifle busi- 
ness, and arguing that the increased 
business resulting from repeal would 
compensate the government for any 
loss of revenue. 

Strong opposition to either repeal 
or reduction has been voiced by gov- 
ernment spokesmen during the hear- 
ings. Russell Harrington, Commis- 
sioner of the Internal Revenue Ser- 
vice, presented a lengthy report which 
proposed that retail excise taxes 
“should be regarded as a permanent 
part of the Federal tax structure.” 


Jewelry spokesmen testify 


Among the witnesses from the 
jewelry and related industries were: 
Arnold A. Schiffman, chairman of 
the Jewelry Industry Tax Committee; 
Andrew Leredu, president of the 
Amalgamated Jewelry, Diamond and 
Watchcase Workers Union (AFL- 
CIO) and C. E. Somers, president of 
the Clock & Watch Manufacturers 
Association of America. 

Schiffman, of the Jewelry Industry 
Tax Committee, pleaded before the 
subcommittee for elimination of the 
jewelry excise tax. 

“IT do not believe,” he said, “that 
there is another tax in the whole fed- 
eral tax structure that has the stifling 
effect on any other industry that the 
excise tax has on the jewelry indus- 
try, depriving the members and work- 
ers of our industry of the right of op- 
portunity and growth enjoyed by 
others.” 
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Noting that the tax was originally 
imposed in 1941 as a temporary war 
measure, Schiffman contended that 
taxable jewelry must compete for 
the gift market with hundreds of 
products of other industries which 
are not taxed. 

The sales-deterring effect of the 
tax “has resulted in efforts of evasion 
as well as disrespect for the law 
among unscrupulous people,” Schiff- 
man continued. He pointed out that 
the nature of the jewelry business 
makes effective government enforce- 
ment impossible. 


io 
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Schiffman 


Recognizing that budget require- 
ments make elimination of all ex- 
cises impossible without substituting 
other sources of government revenue, 
he emphasized that the anticipated 
budget surplus of $700 million this 
year would easily permit repeal of 
the tax on jewelry. 

He added that increased business 
through elimination of the jewelry 
excise would produce enough addi- 
tional personal and corporate tax 
revenue to make up the lost excise 
revenue. 

The tax, he said, “has caused the 
jewelry industry to be left far behind 
in the recent dynamic growth of our 
economy.” 


Union leader speaks out 


Andrew Leredu, of the jewelry 
workers union, told the committee 
that excise taxes have decreased 
earnings for workers and “threat- 
ened the security and well-being of 
the jewelry workers” by impairing 
the competitive position of the in- 
dustry. 


— 


Each group of witnesses pressed 
for repeal of the excises on its par- 
ticular product. Some spokesmen, 
such as those for the clock and appli- 
ance industries, stated that repeal of 
taxes on other items took precedence 
over that on jewelry, since jewelry 
was a “discretionary” or luxury com- 
modity. 

Latest figures from the Internal 
Revenue Service show that retail ex- 
cise tax collections during fiscal 1956 
brought the government $321.8 mil- 
lion, while total excise collections 
amounted to about $11 billion. 

Jewelry excise taxes netted the 
government $152.3 million during 
that year, compared to $142.3 million 
the previous year. 





Speidel Asks Imports Cut: 
Association Attacks Imports 


Providence, R. I.—The_ Speidel 
Corp. has asked the U. S. Tariff Com- 
mission to investigate and curtail im- 
ports of expansion watchbands and 
identification bracelets which alleg- 
edly infringe on its patents. 

The petition from the firm said that 
the imports—mostly from Japan and 
British Hong Kong—threatem its $6 
million-plus capital investment and 
its $2% million annual payroll. Not 
only are its own employees threat- 
ened, Speidel said, but 21 other manu- 
facturers licensed to use Speidel 
patents. 


In support of its claims, the firm 
pointed out that in 1953 imports of 
competing products were 289,904 
dozen, valued at $455,616, as com- 
pared with the first six months of 
1956, during which 372,049 dozen 
bracelets were imported, with a value 
of $615,096. 

The Tariff Commission was asked 
to initiate an investigation into al- 
leged patent infringements by for- 
eign manufacturers; to recommend to 
the President that he issue a tempo- 
rary injunction against the foreign 
products, and, following a full inves- 
tigation, recommend that the Presi- 
dent forbid the entry of the expansion 
linkages into this country. 


Manufacturers assoc. hits imports 


Shortly after Speidel filed its peti- 
tion, a statement by George R. 
Frankovich, executive secretary of 
the Manufacturing Jewelers and Sil- 
versmiths of America, indicated that 
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his association was worried about the 
situation being created by imports. 


Frankovich pointed out that Rhode 
Island, jewelry manufacturing center, 
has lost in excess of 7000 jobs as a 
result of “unfair” foreign competition 
in the last few years. 


“Unless some remedial action is 
taken soon,” he said, “the industry in 
this state stands to lose additional 
thousands of jobs.” 


He outlined the poor wages and 
conditions of Japanese jewelry work- 
ers, explaining that such cheap labor 
lowers the costs of the imports to far 
below the American level. He cited 
the imitation-pearl industry as an ex- 
ample. At the end of World War II, 
that industry employed over 5000 
workers in Rhode Island. Two years 
ago, only 500 were employed by it, 
and today, except for a few special- 
ized products, it is virtually extinct. 


Improved quality of imports 







The quality of the imported jewelry 
products has risen appreciably in the 
past few years, he explained, while 
foreign labor costs have remained ex- 
tremely low. 

Puerto Rico’s relatively new 
jewelry industry has also hurt Amer- 
ican manufacturers, since Puerto 
Rican products can come into the 
U. S. tariff-free. 

Frankovich said that his organiza- 
tion now has an over-all program, at- 
tacking the import problem along 
legislative and judicia! lines. 

“We are very much aware that we 
are bucking the tide toward freer in- 
ternational trade and that it’s an up- 
hill fight all the way.” 

The industry, he concluded, is fight- 
ing for a more realistic tariff set-up 
“that would permanently connect im- 
ports and tariffs with living and wage 
standards at home and abroad.” 










U.S. Watch Imports Up, But 
Trend is Toward Pin-Levers 


Both domestic and Swiss manufac- 
turers of jeweled watches are watch- 
ing with some concern the growing 
trend in the U. S. toward pin-lever 
watches. 

Watch imports in the U. S. rose 
from 851,009 in the month of June 
1954 to 1,031,074 in June ’56. How- 
ever, the monetary value of these im- 
ports has dropped from $4,663,027 to 
$4,420,129. 

The trend is most clearly shown by 
a comparison of jeweled and pin- 
lever imports. In June 1954, a total 
of 545,917 watches and movements 
containing 17 or more jewels were 
imported into the U. S. in June of 
this past year, the total had dropped 
to 482,018. June 1954 imports of pin- 
lever watches and movements were 
194,238 while June 1956 recorded 
449,078—an increase of 254,840. 
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ODM Sets Date for Hearings 
On Curb of Watch Imports 


Washington, D. C.—The Office of 
Defense Mobilization will hold public 
hearings beginning January 7 on 
pleas by domestic watch manufactur- 
ers to curb imports of watches and 
movements from Switzerland. 

The hearings will be held at the Gen- 
eral Services Administration Build- 
ing before Charles H. Kendall, gen- 
eral counsel of the ODM. 

The domestic watch industry, 
backed by the American Watch Man- 
ufacturers Association and the Ciock 


and Watch Manufacturers Associa- 
tion, is contending that continued im- 
ports of Swiss jeweled watches and 
movements are “imposing a continued 
impairment on our national security.” 
This is the issue of the “essentiality” 
of the domestic watch industry to na- 
tional defense. 

The ODM has been carrying on a 
study of the industry’s essentiality 
for some months. George B. Beitzel, 
a Pennsylvania businessman, is con- 
ducting the study. The Beitzel re- 
port, however, will apparently not be 
completed before the hearings are 
over. In fact, the final report may 
contain some information presented 
at the hearings. 
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Gemological Institute Offers 
Two New Courses for Jeweler 


Los Angeles, Calif.—The Gemologi- 
cal Institute of America has an- 
nounced the availability of two long- 
awaited courses designed to broaden 
the horizons of the retail jeweler. 

The two courses are Progressive 
Retailing for the Modern Jeweler and 
Jewelry Designing. 

The retailing course was created, 
according to the Institute, to assist 
the experienced retail jeweler to in- 
crease sales, operate more efficiently 
and thus increase his net profit. 

The course is divided into four 
units, the first of which is already 
available. Unit I deals with new ap- 





plications of familiar concepts of seil- 
ing. The unit is accompanied by a se- 
ries of sales manuals and glossaries. 

Unit II covers primarily public re- 
lations; Unit III is concerned with 
financial matters, inventory control 
and similar business operations; Unit 
IV deals with management problems, 
lease arrangements, insurance, per- 
sonnel matters, legal problems and 
the philosophy of business enterprise. 

The course in jewelry designing of- 
fers comprehensive training in basic 
and advanced jewelry design. It is 
practical and adaptable, prepared to 
help a jeweler sketch designs over the 
counter, or prepare well-rendered 
jewelry designs in full color. Special- 
ized help is available. 
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jewelry using Linde” Stars...." 


Heavenly stars — LINDE* STARS 


—- set for a double ring ceremony 
in er and bridegroom’s rings of 
1 ellow Gold and White Gold. 
These pas creations ‘‘Artcarved’’ 
by J. R. Wood & Sons, Ine. use 6 Linde* 
sapphires or rubies in each ring for 
beauty worth cherishing a lifetime! 
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More and more of the nation’s 
foremost jewelry manufacturers 
are joining the LINDE* 
STAR HONOR ROLL. They 
find that these exotic man- 
made gems inspire the loveliest 
jewelry designs...and star 
in their profit-picture, too. 
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Gems Bought for Investment 
Are Subject to Excise Tax 


Washington, D. C.—In response to 
a question from a retail jeweler, the 
Internal Revenue Service has ruled 
that the excise tax on pearls, precious 
and semi-precious stones, and imita- 
tions, applies to purchases made for 
investment purposes as well as per- 
sonal adornment. 


More Women Than Men in U:S.; 
Number of Students Growing 


Washington, D. C. — The U. S. 
Census Bureau reports that the gap 
between the number of men and wo- 
men in this country is widening. 

According to recent figures released 
by the Bureau, there are now 83.3 
million men and 84.7 million women 
in the U. S. A. — 98.4 men to every 
100 women. 

The Bureau gives the following 
breakdown of population by age 
groups: Under 5 years old, 18.6 
million (11.1%); 5 to 13 years old, 
29.2 million (17.4%); 14 to 17 years 
old, 9.5 million (5.7%); 18 to 24 years 
old 15.1 million (9%); 25 to 44 years 
old, 47 million (28%); 45 to 64 years 
old, 34 million (20.2%), and over 65 
years old, 14.4 million (8.6%). 

Total population is now estimated 
at 168 million. 


Teen-agers on increase 


The number of school-age young- 
sters, especially teen-agers, is mount- 
ing rapidly and will continue to grow, 
latest figures show. 

The Census Bureau reports that 
primary and secondary school enroll- 
ment climbed from 34.4 million in 
1953 to 39.5 million in 1956. 

With some 29.3 million children 
now in elementary schools, the future 
crop of teen-agers will be tremendous 
—and so will be the markets they 
create. 


DCA Sponsors Scholarships 


New York City— The Diamond 
Council of America has initiated a 
national scholarship program, which 
will work through the public school 
systems throughout the country 

Local members of the council will 
work with school principals in select- 
ing outstanding students. These stu- 
dents will be able to take, without 
charge, a full professional diamon- 
tology course, and will receive the 
counsel of Professor Storm of the 
University of Pennsylvania, who is 
the DCA educational director. 

Each student completing the course 
will be awarded a certificate as a cer- 
tified diamontologist and will be eli- 
gible for a national $1,000 scholar- 


ship. 
Myer Barr, of Barr’s Jewelers & 
Silversmiths, Philadelphia, is chair- 


man of the education committee of 
the DCA. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


METROPOLITAN 


Members of the Golden Circle club 
met recently at the Netherland Club 
and paid homage to member George 
Kramer. Kramer was cited as “the 
member who has made the largest 
contribution to our organization this 
year.” An inscribed plaque was pre- 
sented to Kramer by Harry Rodman, 
the member who had been honored 
in the same way last year. The 
plaque read: “Presented to George 
Kramer, a wonderful fellow, for his 
outstanding devotion and loyalty to 
the Golden Circle Club.” Seen in the 
photograph, during the presentation, 





are (left to right): Harry Rodman, 
Herman Ostrin (Golden Circle presi- 
dent) and George Kramer. During 
the meeting, Arthur Tuveri, chair- 
man of the nominating committee, 
submitted the list of nominees who 
will be elected at the January meet- 
ing. They are: Herman Ostrin, presi- 
dent; Louis Waldman, vice president; 
George Kramer, treasurer; Seymour 
Reich, secretary; Carl Avner, finan- 
cial secretary and Joseph Frier, Jr., 
sergeant at arms. 


The Horeological Society of New York 
held its regular monthly meeting at 
the Capitol Hotel December 3. There 
were two guest speakers that eve- 
ning. Max Lazarus, president of 
L & R Manufacturing Co., spoke on 
the various products his concern of- 
fers, such as automatic watch clean- 
ing machines, solutions, demagnetiz- 
ers, and others. He also answered 
questions from the audience. Max 
Schwartz, technical director of the 
service division of the Bulova Watch 
Co., answered members’ questions 
concerning Bulova timepieces, and 
spoke of six precision adjustments. 
The next meeting of the society was 
scheduled for January 7, 1957. 
Brooks Palmer, watch and clock col- 
lector, will speak on the New York 
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University clock collection. At the 
January meeting, the membership 
will elect new officers. The slate pre- 


sented by the society’s nominating | 


committee consists of: Jean P. Sav- 
ary, president; Felix Klein, vice pres- 
ident and executive secretary; Lyman 
King, recording secretary; Frank 
Knoll, treasurer, and Henry J. Mor- 
riss, trustee. 


The Diamond Manufacturers & Im- 
porters Association of America, Inc. 
will hold its annual dinner-dance and 
meeting January 10 at the Hotel Del- 
monico. The affair will celebrate the 
association’s 24th year of operation. 
The group’s nominating committee 
has submitted a list of candidates for 
election. The candidates are: Stephen 
W. Hofman, for president; Daniel B. 
Frey, Jack Solow, Jean H. Van Praag 
and Peter Verheyleweghen, vice pres- 
idents; Leo L. Kaplan, secretary, and 
Jacques Spira, treasurer. 


The Amalgamated Jewelry, Diamond 
and Watchcase Workers Union, Local 
No. 1, IJ.W.U. (AFL-CIO) has 
moved its headquarters. The new ad- 
dress is 183 West 44th Street, New 
York 36, N. Y. 

L. Luria & Son, Inc., held its semi- 
annual theater party for its dealers 
throughout the metropolitan area No- 
vember 26. One hundred seventy deal- 
ers and their wives received tickets 
for Li'l Abner, Broadway’s new musi- 
cal hit. They were all 
Lindy’s for after-theater coffee and 
“cheez cake.” 


Eugene Leytess is president and di- 
rector of Lentex Metal & Chemical 


Corp., a new firm dealing in precious | 


metals and industrial minerals. The 
concern is located at 11 West 32nd 
Street. S. R. Breuer is in charge of 
Lentex’s precious metals department. 


I. Smallman & Sons Co., makers of 
Craftsman Billfolds, has opened new, 
modern showrooms and offices at 373 
Fifth Avenue. 


STATE 


A new store opened recently in 
Patchogue, Long Island. It is Cook 
Jewelers, owned by Mr. and Mrs. Ben 
Baron. 


Savel Jewelers, a Long Island chain 

of retail jewelry stores, opened its 

most recent branch in Riverhead, 
(Please turn page) 
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New York News... 


(from preceding page) 
Long Island. The address is 24 E. 
Main. 


Dale’s Jewelry of Schenectady has 
moved to new quarters at 922 Crane 
Street. David H. Levy is the proprie- 
tor. He has been a Schenectady jew- 
eler for 32 years. 


Rudolph’s Jewelers, a 39-store chain, 
opened two new stores in Rochester 
recently. One is located in the North- 
gate Plaza Shopping Center and the 
other is in South Town Plaza. Ger- 
ald Arones is managing the North- 
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gate store and Robert Malay is in 
charge of the South Town outlet. 
B. G. Rudolph, president of the Ru- 
dolph organization, also announced 
the promotion of Arnold Malkoff to 
the position of city manager. Malkoff 
was formerly manager of the down- 
town Rudolph store, having been with 
the organization for 11 years. 


Irving Ring Jewelers has opened a 
new store in the Eastway Shopping 
Plaza in Rochester. Irving Ring, 
president of the concern, and Mrs. 
Leona Lee, who has been associated 
with the downtown Ring store for 7 
years, cooperate in managing the new 


suburban store. 


Mrs. Ethel Hill, of the E. J. Scheer 
Jewelry store in Rochester, has been 
awarded the title of “Registered 
Bridal Consultant” by the National 
Bridal Service. At the present time, 
Mrs. Hill is the only “Registered 
Bridal Consultant” in the state of 
New York. 


Darrigrand Jewelry, at 809 Charlotte 
Street, Utica, is celebrating its 100th 
anniversary. The present proprietor is 
William J. Darrigrand, grandson of 
the founder of the firm. 


The Jewelers 24 Karat Association of 
Western New York held its last meet- 
ing of the 1956 season on November 
28 at the Peace Bridge Motel, Buffalo. 
Among the subjects under discussion 
were the group’s advertising program 
and the formation of the 24 Karat 
Credit Union. 
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Gemex Corp. Holds Semi-Annual Sales 


Official Valentine Poster 
Makes Cupid Work for Dealer 


CUPID MEANS BUSINESS: Shown 
above is the official Valentine’s Day 
poster offered by the Official Valen- 
tine’s Day Committee as part of its 
special national promotion. The pro- 
motion stresses the sentimental angle 
of the occasion, and is a natural tie-in 
for jewelers. In addition to the poster, 
the Council is offering similarly-de- 
signed streamers, banners, counter 
cards, gift stickers and other sales 
aids. It is also conducting a vigorous 
campaign via radio, television, news- 
papers and magazines. Those inter- 
ested should address inquiries to: 
Official Valentine’s Day Council, 15 
East 40th Street, New York 16, N. Y. 





Meeting in New York 


eee 


FIRST GET-TOGETHER: The Gemex Corp. held its semi-annual sales meeting 
recently in New York City. It was the first time that the sales force had an 
opportunity to confer with the watchband firm’s new vice president in charge of 
marketing, William B. McLaird. Shown around the table are (left to right): 
Jack Fenlon; Everett Ackley; E. W. Frizzell; V. Roderick; Emanuel Spiro; 
Helen Ashley; Ernest Wegmann; William B. McLaird, new vice president in 
charge of marketing; Harold N. Leitman, president; Jack Campbell; Ronald 
Mick; William B. Tower, Jr.; Hugo Schroeder; Ernie Keitel and Morton E. 
Reynolds. Around the inside of the table (left to right) are: Harold Blum; 
Natt Ensler; Harry Seegerman; Robert Azevedo; Arnold Brophy; Roy Ben- 


jamin and Vince Mora. 
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At a special meeting of the executive 
committee of the Tilden-Thurber 
Corp. of Providence, on December 1, 
W. C. Thurber resigned as secretary. 
He retained the title of treasurer. 
Wm. H. Thurber was then elected 
secretary. He is also a member of the 
board of directors. 


The M. J. Nierenburg Jewelry store 
in Waterbury, Conn., was recently 
renovated. The firm is currently cele- 
brating its 48th anniversary. 


The Edmund Madore Jewelry store, 
34 Lafayette Street, Salem, Mass., 
recently completed an extensive re- 
modeling program. The renovation 
gives the store twice its former floor 
space and display area. 

Michaels Jewelers, of Hartford, Conn., 
recently inaugurated a “25-year 
Club” for those of its employees who 
have been with it for more than a 
quarter of a century. First to re- 
ceive diamond rings as awards and 
become members of the “club” were: 
Benjamin Garsten, Merle J. Mahoney, 
Mildred Dunn and William Turcottee. 
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ENGLAND 


Carl W. and Theodore H. Lichtenfels, 
both formerly associated with the 
Gemex Co. of New Jersey, have pur- 
chased the W. R. Cobb Co., one of the 
oldest jewelry findings concerns in 
Providence. Edgar E. Baker, presi- 
dent of the Cobb concern, will con- 
tinue as board chairman of Cobb, 
while Carl Lichtenfels will become 
president and treasurer and Theodore 
Lichtenfels vice president and secre- 
tary. The firm will retain the Cobb 
name and will continue at the same 
location with basically the same per- 
sonnel. 

Paul Levinger, executive vice presi- 
dent of the Speidel Corp., Providence, 
was recently nominated to serve as a 
national board member of the Na- 
tional Conference of Christians and 
Jews. 

Allen Davidson, treasurer of Long’s 
Jewelers, Boston, has been elected to 
a third term as president of the Re- 
tail Trade Board of Boston. Davidson 
is a former president of the Boston 
Jewelers’ Club. 

Directors and officers of the Boston 
Jewelers’ Club met at the Hotel Stat- 
ler on December 4, and mapped final 
plans for the club’s 69th annual ban- 
quet, which will be held at the Statler 
on February 2. 

The 10 teams comprising the Boston 
Jewelers Bowling League rolled to a 
halt on November 27. The A. Stowell 
Co. team was in the lead at the half- 
way mark of the season. Bowling will 
resume on January 8. 

Members of the New England Guild 
of the American Gem Society are 
scheduled to meet at the Museum of 
Science, Boston, on January 10. No 
meeting was held in December. 
Those attending the November meet- 
ing of the newly-formed Horological 
Society of Massachusetts, heard Jean- 
Pierre Savary, technical director of 
the Watchmakers of Switzerland In- 
formation Center in New York and 
president of the Horological Society 
of New York, deliver an address on 
the Swiss watchmakers’ program. 
The Massachusetts group now has an 
enrollment of 95; meetings are held 
in the cafeteria of the Waltham 
Watch Co., Waltham, Mass. No meet- 
ing was held in December, but plans 
were being made for the group’s Jan- 
uary 15 meeting. 

John A. Cerel, of Cerel’s Jewelers, 2 
Broad Street, Pawtucket, R. I., is just 
back from an extended European buy- 
ing trip. 

Stowers Jewelry store, Falmouth, 
Mass., has had its stock liquidated. 
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New England News.. . 
(from preceding page) 


Mrs. Stowers has retired and is busy 
with local civic activities. 


Harry Goldberg, of the Back Bay 
Jewelers, Boston, is back at the store 
following an extended illness. 


Samuel Fisher, of the firm of Sidney 
Fisher & Brother, 906 Jewelers Build- 
ing, Boston, took over management 
of the business following the death of 
his brother Sidney. Mrs. Dorothy 
Fisher and son Louis will assist. 


The firm of William J. Orkin, 1003 
Jewelers Building, Boston, is continu- 
ing at the same location, despite the 
death of William J. His son, Berrill 
Orkin, has taken charge. 


Mrs. Saily Grono, of Grono & Chris- 
tie, jewelers, East Milton, Mass., has 
returned to work following an ex- 
tended illness. 


Irving Bean, of Arthur Stern, jeweler 
of Lynn, Mass., is back at the job 
after an accident which kept him 
away for some time. 


Mrs. John McCrohan, sister of Miss 
Catherine Egan, manager of the Ed- 
mund W. Kirby Co., Jewelers Build- 
ing, Boston, is now working with the 
firm. 


“Bud” Bissett, of Leslie W. Bissett, 
jewelers of Lynn, Mass., is featuring 
an unusual display of Masonic and 
Eastern Star automobile emblems and 
jewelry. 

Elio Epstein, of Crosby Jewelers, 
Medford, Mass., recently opened an 
affiliate store in Portland, Me. 
George Wilford, of the North Country 
Gift Shop, Groveton, N. H., has just 
remodeled a part of his store and has 
added several new lines. 


The Travis-Farber Co., Jewelers 
Building, Boston, has added a new 
salesman to cover the Providence ter- 
ritory. He is Wilfred Rheaume. 


Sherman Shatz, New England man- 
ager of Louis F. Guiness, Inc., Jewel- 
ers Building, Boston, has been pro- 
moted to the rank of First Lieuten- 
ant in the Air National Guard. 


Ben Rosenberg, of the Boston Find- 
ings Co., Jewelers Building, Boston, 
has completely remodeled his quar- 
ters. He installed peg-board walls 
for display of supplies. “I needed 
more room,” said Ben, “and this was 
one way to get it.” 


The Katherine A. Murphy Co., Jewel- 
ers Building, Boston, recently took 
over added space for storage in 
Rooms 506-508. 

Eugene K. Wirths, engraver, and 
Melvin Block, jewelers recently reno- 
vated their Jewelers Building quar- 
ters. 

Sam Freme, jeweler of Caribou, Me., 
recently added a large sporting-goods 
section to his store. 


“Tip” Melanson, of the Melanson 
Jewelry Co., Ellsworth, Me., has just 


completed a new addition to his store. 
He held a formal reopening when the 
alterations were finished. 


Edward Burns, salesman for the Hub 
Material Co., Washington Building, 
Boston, is back on the job after an 
illness. 


Alden Belcher, operator of the Alden 
Trophy House, Inc., 302 Washington 
Building, Boston, has just issued two 
1957 catalogs of trophies, plaques and 
awards. 


N. J. Drouin, of the silver department 
of the Smith-Patterson division of 
Jordan Marsh Co., Boston, has re- 
turned after five weeks at Massachu- 
setts General Hospital. Miss Joyce 
Chilleott, formerly in the costume 
jewelry department of the same 
store, has been named assistant ser- 
vice executive for Jordan Marsh’s 
main floor. Warren A. Smith, in 
charge of the watch repair desk, 
was recently tendered a banquet and 
received an award on the occasion of 
his 50th anniversary with Smith- 
Patterson. 

Stuart Goodnow is the new office 
manager at the Thomas Long Corp., 
Boston, succeeding George Lemos. 
George Loud, head of the jewelry re- 
pair department, is back at work 
after spending several weeks in the 
hospital. New neon lettering has been 
added to the “Long” sign over the 
store marquee. 

The firm of Fred Dubin & Co., for- 
merly in Room 838 Province Building, 
Boston, has moved to larger quarters 
in Rooms 808-811. 

Harvey Kellner, jeweler, has moved 
from Room 817 Province Building, to 
Room 841. 

John J. Lynch, president and trea- 
surer of John J. Lynch, Inc., jewelers 
of Springfield, Mass., died Novem- 
ber 18. 


—— 


E. W. Reynolds Co. to Move 
To New Building in 1957 











Los Angeles, Calif. — The E. W. 


Reynolds Co., wholesale jeweler in 
this city, has announced plans to 
move to a new building of its own 
this year. 

The building (pictured above) will 
be in the vicinity of Atlantic Boule- 
vard and the Santa Ana Freeway. 
The firm has been located in the Met- 
tropolitan Building for many years. 

The new quarters will consolidate 
all the Reynolds Los Angeles divi- 
sion activities, and the firm’s gen- 
eral offices, under one roof. The com- 
pany also has divisions in San Fran- 
cisco, Phoenix and Honolulu. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


bas PHILADELPHIA 


Ell-Mar Jewelers held a grand open- 
ing at their new location at 801% 
Walnut Street on January 2. The 
store was formerly at 124 South 8th. 


Leonard Smith recently opened his 
own wholesale jewelry concern at 800 
Sansom Street, after having been as- 
sociated with Joe Shanholtz, jeweler, 
for eight years. On opening day, all 
Smith could think was “This is it?” 
He decided to express the thought. 
So, he printed the words on a piece 
of paper and put it in the window. 
The puzzling phrase began attracting 
the attention of passers-by. Smith 
decided to keep it. Now, it has a per- 
manent place in his window, in gold 
lettering ... “This is it?” 


John Stafford, head of stock in the 
jewelry department of John Wana- 
maker, marked his 50th year with the 
firm. He was presented with a watch 
to commemorate the fact. 


Ted Lefkowitz recently joined the 
salesforce of Leo Robbins, Jeweler, at 
8th and Walnut Streets. 


Arnold Sulby, a salesman for Bond 
Jewelers at 30 S. 15th Street, is an 
amateur bullfighter. He spends a 
good deal of time in Mexico, studying 
his favorite pastime. He hopes to 
turn professional one day soon. Last 


September he was married to a Kan- 
sas City lass . .. who is also a bull- 
fighter in her spare time. The young 
couple hope to leave for Mexico soon, 
where they plan to enter the profes- 
sion as the first American husband 
and wife team in the bullring. 


The House of Milner, Philadelphia 
jewelry concern, has purchased the 
entire stock of the Revere Jewelry 
Co. of San Antonio, Tex. The stock 
was removed to the Milner Philadel- 
phia quarters. 

Fred J. Cooper Jewelers, 109 S. 13th 
Street, recently installed a new pin- 
pointing swivel lighting system in 
their show window. The lights can be 
aimed in any direction to highlight a 
display. The system was designed by 
Douglas Cooper. Mr. Cooper assumed 


the position of advertising manager | 
of the store on January 1. The firm | 
sponsors the “Gems of Music” radio | 
show on WFLN-FM on Sunday eve- 


nings. 


The Art Alliance, 251 S. 18th Street, | 
is currently featuring an exhibit of | 


hand-crafted jewelry, ceramics, silver 
and other items by artists from all 
over the country. Among the displays 
are a medallion with chain and pin by 
Robert F. Miner, and cuff-links and 
bracelets by Christian Schmidt. 





Grant, Flex-Let VP, Resigns 


New York City—Jerome L. Grant, 
director of merchandising for the 
Flex-Let Corp. of Providence, R. I., 
for the past two years, has an- 
nounced his resignation from that 
firm as of December 31. 

Prior to his association with Flex- 
Let, Grant was executive vice 
president of the American Jewelry 
Distributors, a group of jewelry 
wholesalers. He held that post for 10 
years. Previously, he had been a vice 
president of Swank, Inc. 


Grant did not disclose his future 
plans. 


FUR JANUARY, 1957 


Swiss Light-Powered Clock | 


In Boston Science Museum 


TIME IS LIGHT: A _ remarkable 
clock, powered by energy from light- 
rays, is currently on exhibition at the 
Boston Museum of Science. The un- 
usual timepiece was developed in the 
Patek Philippe Laboratories in Switz- 
erland. It is valued at about $4000. 
Only 4 hours daily exposure to light 
will keep the clock running indefinite- 
ly. The Boston jewelry firm of Shreve, 
Crump & Low, corporate sponsors of 
the science museum, arranged for the 
display. Shown above, with the clock, 
are (left to right): Richard S. Shreve; 
Bradford Washburn, museum director, 
and William H. Shreve. 





























RACINE 


JULES RACINE & COMPANY». 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 36 
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SYMBOL OF LOVE AND DEVOTION 
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1/20-12 K# 
GENUINE IVORY HAND CARVED 
EARRINGS & NECKLACES TO MATCH. 


Exclusive for fine retail jewelers 


WEE AL _ 


204 WESTMINSTER ST PRovinence RHODE ISLAND. 











THERE IS NOTHING 
LIKE A 


DIAMOND! 


ee 
lf They can't afford a diamond show them 
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A Op ped . 


Famous for lasting brilliance. Available in 


most shapes and all sizes. 
Write for folder today 
Walderite, 580 Fifth Ave., N.Y. 36, N.Y. 
JU 6-0459 
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Ouwr work costs no more 
than ordinary work e 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 








ANTIQUES one cous 


Also Reproductions 





Wanted to buy: Silverware—Gold and plated 
jewelry—old costume jewelry. Watches—move- 
ments — watch bands, any kind, any type, in 
any condition. Diamonds —ony kind or size. 
Gems and semi-precious stones. Gold Scrap— 
Piatinum—filled and plated scrap. No consign- 
ment too large or too small. Our check sent 
immediately. Your consignment will be held 
intact for 10 days, subject to your approval of 
our check. References: Whitney National Bank, 
Morgon Branch, New Orleans, La.: National 
Jewelers Board of Trade; Dun and Bradstreet. 


ANTIN'’S 
114 BARONNE ST., NEW ORLEANS 12, LA. 
Established 1916 
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MILD -WES I 


Disturbed by the many recent thefts 
of jewelry from salesmen, the Chi- 
cago Jewelers Association is making 
an attempt to help matters. It has 
sent to all its members, and all 
wholesale jewelers in the area, a let- 
ter outlining precautionary steps to 
be taken, a map of Chicago showing 
the various police districts, and a 
copy of a memorandum by the police 
commissioner promising full coopera- 
tion to all jewelry salesmen seeking 
protection for themselves and their 
wares. 


E. B. “Bernie” Fussnecker has been 
appointed merchandise and _ sales 
manager of George F. Wisden, Jew- 
elers, at 126 S. Limestone Street, 
Springfield, Ohio. 


The Rogers Jewelery store, in Con- 
neaut, Ohio, has changed ownership, 
but has not changed its name. War- 
ren Rogers, proprietor of the store 
for the past 19 years, has sold the 
business to Owen W. Rogers, of 
Plainsville. Warren is retiring. The 
new owner has had many years of 
experience with various jewelry con- 
cerns in Ohio. 


T. S. Biggs, jeweler of Terre Haute, 
Indiana, is celebrating his 50th year 
in business in that area. In 1906 
Biggs began business in Fontanet, 
and moved to Terre Haute a year 
later. He has been at the same loca- 
tion for the past 24 years. 


Kruckemeyer & Cohn, long - estab- 
lished jewelry firm of Evansville, In- 
diana, recently opened a new store 
at 410 Main Street. One of the fea- 
tures of the modern quarters is a 
gift lounge where customers can 
wait in comfort, and look over an 
array of gift items at the same time. 


Mrs. Ethel Conner, owner of the 
George H. Conner Jewelry store in 
Brownstown, Indiana, has sold the 
store to Clyde Perry of Brownstown. 
Mrs. Conner has been operating the 
business since the death of her hus- 
band in 1944. The Conner concern 
has been in operation for 45 years. 
Perry, the new owner, has operated 
The Watch Shop, which he will con- 
solidate with the Conner business. 


Lester Schick, owner of the Schick 
Jewelry Store at 2634 W. National 
Avenue, Milwaukee, Wis., has been 
elected a director of the Marquette 
Savings and Loan Assoc. 


The annual Christmas fair and sale 
of crafts made by members of the 
Wisconsin Designer - Craftsmen was 





held recently at the Steinman Gallery 
in Milwaukee. Included in the sale 
were about 200 pieces of hand-crafted 
jewelry and a like number of ceramic 
creations, ranging in price from $1.50 
to $75. 


A new Kay Jewelry store has opened 
at the corner of First and Main 
Streets in Hutchinson, Kansas. The 
store was completely redecorated and 
modernized. Manager for the new 
Kay outlet is Tommy Smith, who 
came to Hutchinson from Kay’s store 
in Tulsa, Okla. He is assisted by 
Tibby Thibodeaux. 


Brunk Jewelers, 214 N. Main Street, 
McPherson, Kansas, recently cele- 
brated its 10th anniversary in busi- 
ness in that city. During the ten 
year period, the firm has doubled its 
floor space. Bruce Brunk is manager. 


Zale of Topeka, Inc., a corporation 
formed to operate a jewelry store at 
725 Kansas Avenue, Topeka, has been 
granted a charter. Three Dallas, Tex., 
men, Morris B. and William Zale and 
Ben A. Lipshy, are the incorporators. 
They have confirmed that negotiations 
are under way for the purchase of 
Wolf’s Jewelers at the above address. 


The Mermod-Jaccard-King Jewelry 
Co., Inc., of St. Louis, Mo., recently 
had a remarkable display at the 
newly-opened Brentwood Bank in St. 
Louis. Craftsmen of the jewelry 
concern built a replica, in miniature, 
of the new bank building, making 
use of 7,645 diamonds, rubies and 
sapphires. The brilliant miniature 
was completely hand-wrought. 


Mr. and Mrs. M. J. Sass, operators 
of the two M. J. Sass Jewelry stores 
in Springfield, Mo., have announced 
their retirement from the retail jew- 
elry business. They have been in the 
business for the past 30 years. 


Bybee Jewelry, in Idaho Falls, Idaho, 
has been sold to E. Lloyd, who also 
owns stores in Pocatello and Twin 
Falls. The Bybee brothers have been 
operating their store in Idaho Falls 
for the past three years. The busi- 
ness will now be known as Lloyd's 
Jewelry. Lowell Bybee is remaining 
as manager under the new owner- 
ship. 


Lovan’s Jewelry store recently held 
a grand opening in its new, enlarged 
quarters at 116 N. Kimbali Avenue, 
Caldwell, Idaho. The business was 
previously located at 704 Main Street. 
Earl Lovan is the owner-manager. 
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Costume Jewelry Dinner for 


<3 


‘Federation’ Honors Kramer 


LEADERSHIP NOTED: Nearly 200 
members of the costume jewelry in- 
dustry attended a testimonial dinner 
given to Louis Kramer, of Kramer Jew- 
elry Co., in behalf of the Federation 
of Jewish Philanthropies. The dinner 
was held recently at the Hotel Am- 
bassador in New York City. Above, 
Kramer is shown receiving a plaque 
commemorating his past leadership 
in Federation activities. Making the 
presentation is Gerald E. Rosenberger, 
of Coro, Inc., chairman of the Federa- 
tion’s Costume Jewelry division. Look- 
ing on is Mollie Gable, of the Fedway 
Stores, an associate chairman. 


Raise Parcel-Post Insurance 


Washington, D. C.—The minimum 
fee for insuring parcel post packages 
has been raised to 10 cents, the Post 
Office Department has announced. 

The fee was raised from 5 cents to 
10 cents as of January 2, 1957. The 
old minimum insurance fee provided 
$5 worth of insurance. The new fee 
provides a $10 insurance minimum. 

The Department also has made 
some technical changes in parcel post 
insurance. 


Diamond Peacock Club Holds 
Annual Meeting, Election 


Boston, Mass.— Members of the 
Diamond Peacock Club met at the 
Parker House here, on October 26. The 
group’s annual banquet was discussed 
and officers were elected for the com- 
ing year. 

Chosen as the club’s new officers 
were: Matthew J. Brown, of Scott 
Jewelry Co., president; Robert Abbott, 
of Wood Abbott Co., vice president; 
Richard Moore, of Edmund W. Kirby 
Co., treasurer, and William Weber, 
of Handy & Harman, secretary. 

Members of the board of trustees 
are: Irving Broder, Morton Selig, 
Oscar Zaff, Vincent Chapman and 
Reginald White. 

Harold W. Barry, of Barry & Ep- 
stein, retiring president, welcomed 
the new officers and trustees. 


Wagner Addresses Study Group 


New YorxK Ciry—William Wagner, 
executive secretary of the National 
Jewelers Association, delivered an ad- 
dress recently before representatives 
of trade associations from twelve 
European nations. 

The group comprised a Retail 
Trade Association Study Group sent 
to the United States by the Council 
for International Progress in Man- 
agement. 

Wagner’s remarks to the assembled 
representatives were devoted pri- 
marily to the work of the NJA, which 
he has served as executive secretary 
for the past fifteen years. 

A question and answer period fol- 
lowed Wagner’s speech. 





Bulova Asks Employers to Hire Physically Handicapped 


oe, : 
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RECEIVES PLAQUE: Arde Bulova, chairman of the board of the Bulova Watch 
Co., has appealed to the nation’s top employers to lend strong support to the 
drive for employment of the physically handicapped. Bulova is chairman of the 
Employer Subcommittee of the President's Committee on Employment of the 
Physically Handicapped. He made the appeal in a report to the Subcommittee 
at a luncheon in New York City recently. Above, Bulova is shown receiving a 
plaque from Murray Nemser, who made the presentation on behalf of his fellow 


handicapped workers. 
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INVESTMENTS 
For casting gold, 
silver, platinum 
and other non- 
ferrous metals. 





SURGICAL BLADES 


AND HANDLES 


Blades and han- 
dles for heavy 
and fine cut- 
ting of rubber 
molds. 





STEEL FLASKS 
Sheet 18-8 Stain- 
less steel. Avail- 
able 2%” o.d. 
up and heights 
2%” up. Rub- 
ber sprue bases 
stocked in all 





WAXES 
Waxes to meet 
all your pattern 
requirements. 





CRUCIBLES 
Gold, Silver and 
Platinum casting 
crucibles for all 
standard jewelry 
casting units. 
Crucibles also 
available for 
melting. 








We can offer you prompt deliv- 
ery On our complete line of cast- 
ing supplies including equipment 
materials and accessories. You'll 
save time, paperwork, and money 
when you utilize our complete 
one source of supply. For com- 


plete details — 


Write for CATALOG #52 
and new casting supply 
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STOP SILVER TARNISH! 
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NEW SPRAY-ON 
PRO-TEX-SIL 


in the handy, easy-to-use SPRAY-ON 
can protects beautiful silver from tar- 
nish for weeks. One quick application 
is all it takes. 


PRO-TEX-SIL IS NOT A LACQUER 
TEST IT! DISPLAY IT! SELL IT! 


Your customers want it! Housewives 
who use PRO-TEX-SIL are better silver 
customers. PRO-TEX-SIL brings repeat 
business into your store. Retail price 
$1.50. 

Try 3 sample cans .. . | to TEST—I to 
DISPLAY—! to SELL! Your Cost Only 
$3.00 prepaid. 
| Doz. cans $10.80 prepaid. SEND NO 
MONEY .. . we'll bill after we ship. 


MAIL YOUR ORDER TODAY 








WELMAID MFG. CORP. 
Dept. 21—41 Pineapple Ave., Sarasota, Fla. 











BUILD YOUR 
OWN 
REFERENCE 
LIBRARY 


JC-K's annual editorial index, a_ priceless 
merchandising tool covering the wealth of 
material published during 1955, begins on 
page iéa of this issue. 

Use it as a reference for helpful ideas on 
promotion, merchandising, advertising, pub- 
licity and modernization. 


Be sure to save 
your copies of 


JC-K—EVERY MONTH 














Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 


Established 1880 
(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 
Your Local Bank 


Diamonds 

















Executive Appointments 





Harold E. Corr, vice president of 
the Elgin National Watch Co., has 
been placed in charge of that firm’s 
watch marketing division. He suc- 
ceeds A. L. Rowe, who has resigned 
the post. Corr has been a member 
of the Elgin organization since 1924, 
and a vice president since June 1955. 
Joining the company as a production 
employee, he rose through several 
supervisory positions to become head 
of the purchasing department in 
1935. In 1954 he was named assis- 
tant to the president, in which capac- 
ity "he handled liason between the 
manufacturing and marketing divi- 
sions of Elgin, and supervised the 
abrasives division and the commer- 
cial development department. 


Corr Rosen 


Sy Rosen has been appointed vice 
president in charge of merchandising 
and advertising for the Flex-Let 
Corp. In addition, Rosen will remain 
in charge of Flex-Let sales promotion 
activities. 


Paul Houndt has been appointed 
advertising manager of Wilson’s 
Leading Jewelers, Syracuse, N. Y. 
He succeeds Lynn Carpenter, 
who has joined a Syracuse advertis- 
ing agency. 


George D’Amico has been promoted 
to the post of advertising director of 
the Longines-Wittnauer Watch Co. 
He has been art director and produc- 
tion manager for nine years. Ethel 
Kleinman has been promoted to art- 
production manager. 


Harold A. Haytin has been appointed 
president of the Hall Co., wholesale 
jewelry and appliance distributors of 


Los Angeles, Calif. 


Kurt Pollack is now head of the 
watch division of the William L. Gil- 
bert Clock Corp., Winsted, Conn. 
He was previously manager of the 
Liberty Watch Corp., of New York 
City. When Gilbert took over the 
management of Liberty, Pollack 
went with the Gilbert concern. His 
experience in the watch industry goes 


back for 25 years, and includes much 
time spent in Switzerland, France 
and Germany, studying the watch in- 
dustries there. 


Pollack Mack 


John G. Mack has been appointed 
assistant domestic sales vice presi- 
dent of the Parker Pen Co., Janes- 
ville, Wis. The announcement came 
following a recent meeting of the 
firm’s board of directors. In his new 
capacity, Mack will assist the do- 
mestic sales president, James N. 
Black, in supervising all distribu- 
tion and marketing phases of 
domestic operation, and will help for- 
mulate policy. Prior to this appoint- 
ment, Mack was assistant general 
sales manager for Parker. He has 
been a member of Parker’s sales 
management team since 1946. 


Rowley 


Joel M. Rowley has been appointed 
advertising manager of the Westclox 
division of the General Time Corp. 
The announcement came from H. T. 
Millikin, Westclox general sales man- 
ager. Prior to joining Westclox, 
Rowley was assistant advertising 
manager for the Argus Camera Co., 
Ann Arbor, Mich. He had previously 
been with various Chicago adver- 
tising agencies, working primarily 
on production and service details. 





New International Sales Dept. 
For Electronics Div. of Bulova 


New York City — The Rocke In- 
ternational Corp. has been named as 
international sales department of the 
electronics division of the Bulova 
Watch Co. 

Merchandise involved will be Bul- 
ova’s complete line of quartz crystal 
ovens for electronic applications. 
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Obituaries 





Edward A. Voisin, 66, retired jeweler 
of Mount Pleasant, Mich., died No- 
vember 5 at his home. He began the 
business now known as E. A. Voisin 
and Sons some 40 years ago. Since 
his retirement several years ago, his 
sons Leo and Walter have carried on 
the business. Voisin is survived by 
his widow, three sons, five daughters, 
27 grandchildren, five brothers and 
two sisters. 


David Shiman, 83, one of the founders 
of Shiman Bros. & Co., diamond im- 
porters and ring manufacturers of 
New York City, died November 4. He 
had founded the firm in 1894 with his 
brothers Abe and Nat. 
tired 


He had re- 


in 1949. He was a charter 





David Shiman 


member of the City (New York) Ath- 
letic Club, a member of the Old Oaks 
Golf Club, and, in the early 1900’s, 
bowling with the Algonquin Bowling 
Club, had won a world championship. 


George C. Beckstein, 72, president 
and co-founder of the Star Ring Man- 
ufacturing Co., Inc., of Buffalo, N. Y., 
died November 29. He had been ill 
for two months prior to his death. 
Beckstein was a member of the 24 
Karat Club and a past president of 
the Buffalo Jewelry Manufacturers 
Association. His son, George D., is 
carrying on the business. Beckstein 
is survived by his widow; his son, 
George D., a brother, a sister and two 
grandchildren. 


George C. Tonolla, 70, salesman for 
the George Borgfeldt Corp. of New 
York, died suddenly December 11. 
Tonolla had been with the Borgfeldt 
firm for 15 years as a salesman in 
the china and glass division, covering 
the eastern portion of the U. S. A. 


John B. Mast, 82, retired jeweler of 
Brooklyn, N. Y., died November 15. 
He had been a resident of the Sheeps- 
head Bay area of Brooklyn for 43 
years. He is survived by his son, a 
daughter, three grandchildren and 
five great-grandchildren. 
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Lawrence S. Mayers, 66, chairman of 
the board of the L. & C. Mayers Co., 
Inc., New York importer and distribu- 
tor of giftwares, died December 4. 
Mayers was on vacation in Miami 
Beach, Fla., at the time of his death. 
He had resigned as president of the 
firm bearing his name a few weeks 
ago, but retained his position as board 
chairman. A native New Yorker, 
Mayers founded the firm with his 
brother, Chauncey M. Mayers. He 
was also the founder of the Lawrence 
S. Mayers Philanthropic Fund, and 
was prominent in the activities of the 
New York Society for Ethical Cul- 
ture. Very active in civic and philan- 
thropic organizations, Mayers was a 
board member of the American Ethi- 
cal Union, one of the founders of the 
International Humanist and Ethical 
Union, a member of the executive 
committee of the Citizens Union, a 
director of the Felicia Fresh Air 
Fund, a director of the Federal Grand 
Jury Association for the Southern 
District of New York and a vice pres- 
ident of the Institute for Interna- 
tional Order. Mayers is survived by 
his widow, a son, a daughter and a 
brother. 


J. L. Friedlander, 66, proprietor of 
the J. Walsh Jewelry Store at 623 
Adams St., Toledo, Ohio, died Novem- 
ber 23. A native of Cleveland, Fried- 
lander had been a Toledo resident for 
45 years, owning the Walsh store for 
40 years. He is survived by his 
widow, a daughter, two grandchildren 
and a sister. 


Harry Keller, 75, retired jewelry 
salesman, died November 18. He re- 
tired 10 years ago, prior to which 
time he had been a sales representa- 
tive for Marcus & Co., New York 
City jewelry concern. He is survived 
by his widow, a son and a daughter. 


David H. Walter Horn, 33, jewelry 
salesman of St. Louis, Mo., died No- 
vember 13 of a heart ailment. He 
had been president of a local retail 
jewelers’ association and was con- 
nected with the Wehmueller-Hamil- 
ton Co. He is survived by his widow, 
his mother, a brother and a sister. 


Herman J. Wahlfeld, 65, watchmaker 
of Havana, IIl., died November 19 in 
the Hines Hospital, Chicago. He had 
been in poor health for several years. 
He had been employed by J. En- 
teneuer & Son, Havana jewelry con- 
cern, for about 40 years. He is sur- 
vived by his widow and a sister. 
0 0 0 








JEWELRY 
tha Lime thots Loved 
by both, Aickod of the contin 


because it's de- 
signed to put 
that buying 
sparkie in the 
eyes of cus- 
tomers... and 
priced to please 
everyone, even 
you, the dealer 





2/, Actual Size 


A BRIGHT BUY! Lustrous simulated pearl is 
surrounded by marquise and pearshaped 
rhinestones, cut and set with the care of 


rare gems . available in 14 colors 


#751 Matching Earnngs 5.00 
(keystone 

#757 Pin 6.00 
(keystone ) 





2508 VINE STREET 
CINCINNATI 19, OHIO 








Jack Harriton 


JEWELRY DESIGN 
SERVICE TO THE TRADE 


* (See designs in this issue on page 92) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggested sketches to solve your stock 
designing problems or special order 
remount designs for customers’ stones. 


42 West 48th St... New York 36 
Judson 6-0697 











NASH the best light yet 
¥ for your favorite cigarette! 
FOR LIFETIME GIVING... 


GN ASH Guarantee 


© CIGARETTE LIGHTERS 








* Dynoflex sparking 
action at no extra cost 
* Choice of Styles and 
colors 

« FREE repair service 
for life! 





sb ah Your — 
wholesaler Pend. 
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Write for the 1957 RED BOOK 


The Jewelers Catalogue 


Diamonds—Jewelry—Silverware 
Clocks—Appliances—Shavers 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street 
Cincinnati 2, Ohio 


Where Service is a Tradition 

















THE 
D. JACOBS SONS CO. 


325 E. Central Pkway. 
Cincinnati 2, Ohio 


"Serving you since ty 


DIAMONDS 


ALL NATIONALLY ADVERTISED 
JEWELRY & APPLIANCE LINES 


Members 


AMERICAN GEM SOCIETY 
julius D. jacobs, Jr. Cert. Gemologist 




















OPALS 


Manning Opal Corporation 


151 West 46th St., New York 36, N.Y. 
Plaza 7-4725 











AGGRESSIVE 
SALES REPRESENTATIVES 


For nationally known AA-1 firm. 
Top lines clocks, barometers, bin- 
oculars, etc. Call on Jobbers and 
dealers. Many established accounts. 
Territories: Virginia, North Caro- 
lina, South Carolina, Georgia, Flor- 
ida, Tennessee, Alabama, Missis- 
sippi; Rocky Mountain states. 


Send resume, experience, lines carried and 


references first letter. 


ADDRESS "“H., 2587" 


Care of Jewelers’ Circular-Keystone 
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SOUTH 


Convention 


WATCHMEN GATHER: The recent convention held by the Florida State 
Watchmakers Association at the San Juan Hotel, Orlando, Fla., was the largest 
in the organization’s history. 238 people were registered for the final banquet. 
The convention appointed a committee to take charge of the publicity for the 
proposed watchmakers licensing law, and Senator Scott Kelly spoke on legisla- 
tive problems. Displays that attracted attention were an ultrasonic watch-clean- 
ing machine and a motor-driven pivot polisher and straightener. Shown in the 
above photograph are the association’s officers for the coming year. Front row 
(left to right): R. T. Harris, president; Harold Clayton, Ist vice-president; 
Thomas Ithier, 2nd vice-president and Allen Hardy, 3rd vice-president. Back row 
(left to right): Hon. Robert Sikes, Congressman; Harold Zeff, association execu- 
tive secretary; Sam C. Pringle, secretary-treasurer; Bill Barnes, public relations 


officer, and Senator Scott Kelly. 


The Gem Cutter’s Guild of Baltimore, 
at a meeting at the Roosevelt Rec- 
reation Center, heard an address by 
Russell T. Boyd, of Toronto, Canada. 
Boyd spoke on “Quality Opals of 
Australia.” He showed a film on the 
mining of opals in that country and 
displayed a number of black opal 
doublets and rough opals. 


The Florida State Watchmakers 
Association reports that interest in 
its activities is growing. The organi- 
zation now boasts eight local guilds 
throughout the state. The two new- 
est groups are in Tampa _ and 
Orlando. During the _ association’s 
recent convention in Orlando (see 
photo above), charters were presented 
to all the guilds. 


The first of a planned series of 
shopping center jewelry and gift 
shops, under the name of Mar’s Jew- 
elers, has been opened in Jackson- 
ville, Fla., in the Arlington Plaza 
Shopping Center. Howard Margol, 
co-owner of the business, is manag- 
ing the store. 


The thirty-ninth store in the Gor- 
don’s Quality Jewelers chain has been 
opened in Birmingham, Ala. The new 
store, located at 218 20th Street N., is 


under the supervision of Victor P. 
Clarence, Gordon district manager. 


James M. Dodson, president of the 
Kentucky Watchmakers Association, 
reports that membership in the group 
is at an all-time high. More than half 
the watchmakers in the state are paid 
members. The association’s Novem- 
ber meeting was called ‘“Trader’s 
Night.” All members brought tools, 
watches, jewelry and other items to 
trade or to sell. The evening was so 
successful that the group planned to 
repeat it at the following meeting. 
The association has sent a schedule 
of “Suggested Watch Repair Prices” 
to every jeweler and watchmaker in 
the state. The idea is to effectively 
raise repair prices throughout the 
state. The reception so far, according 
to all indications, has been excellent. 


Winthrop’s Jewelers & Silversmiths, 
a firm which has been in operation 
for four generations, has opened a 
new store in the Seven Corners 
Shopping Center, in Fairfax County, 
Virginia. 


Friedman’s Jewelers, a chain operat- 
ing stores from Virginia to Florida, 
opened its 30th store recently. The 
new outlet is located in the Belmont 
Hills Shopping Center, Smyrna, Ga. 
William Raybin is the manager. 
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Futures in Platinum Traded 
On Exchange for First Time 


New York City—The first platinum 
futures market in history opened De- 
cember 3 on the floor of the New 
York Mercantile Exchange. 

Shortly before 11 A. M., Exchange 
President Joseph Mersel called a halt 
to the trading in potato futures so 
that the inaugural platinum futures 
market could be started. 

During the first trading, two con- 
tracts for January delivery sold at 
$103.25 and $103.50 an ounce, respec- 
tively. Another for delivery in April 
sold for $104.25. The other two trad- 
ing months for platinum are July and 
October. 


Jewelry displayed 


In connection with the opening of 
the market, which includes spot trad- 
ing as well as futures, displays of 
imitation platinum nuggets and about 
$250,000 worth of jewelry were 
shown. Jane Mercier, a representa- 
tive of Cartier, Inc., was on hand to 
explain the role of platinum in 
jewelry creation. 

Byron Mason, curator of the Mu- 
seum of Natural History, had charge 
of a special display showing platinum 
ore in three stages of processing. 

World production of platinum is 
now about 850,000 troy ounces, of 
which the United States produces an 
estimated 30,000 ounces. U. S. con- 
sumption of the metal, for jewelry 
and industrial purposes, is roughly 
500,000 ounces annually. 

Other nations producing the pre- 
cious “white” metal are Russia, Can- 
ada, Colombia and South Africa. 

Previous to the opening of the his- 
torical platinum trading market, all 
platinum moved through private 
trade. 


Training Program for Jewelers 
Presented by Bulova and N.Y.U. 


New YorK City—The Joseph Bul- 
ova School of Watchmaking and New 
York University are once again co- 
operating to give a training course 
for retail jewelers. The course is 
known as Jewelry Store Management 
and Merchandising. 

Given twice each year, the latest 
course will begin January 14, and will 
be carried on, for the most part, at 
the Washington Square campus of 
New York University. 

Since 1949, when the course was 
first presented, more than 350 jewelry 
store employees from all parts of the 
nation and Canada have taken the in- 
tensive, two-week course. 

The ANRJA and NJA are cooperat- 
ing with the two agencies in present- 
ing a comprehensive curriculum cov- 
ering all phases of jewelry store 
operation. 
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Tiffany Stock Transferred 
From Maidman to Bulova Watch 


New York City — Irving Maidman, 
a New York real estate investor, has 
turned over 33,000 shares of stock in 
Tiffany & Co. to the Bulova Watch 
Co. 

The transaction, reportedly involv- 
ing some $2 million, represented the 
repayment of a loan which Bulova 
had made to Maidman some time 
previously. At one time, Maidman 
owned one-fourth of all Tiffany’s out- 
standing stock. This large block of 
stock formed the basis for an attempt 
by Bulova to acquire controlling in- 
terest in Tiffany. 

The attempt failed, however, when 
the Hoving Corp. acquired 51 per 
cent of Tiffany stock in August 1955. 
Subsequently, the General Shoe Corp. 
acquired control of the jewelry firm 
by purchasing a 65 per cent interest 
in the Hoving concern. 


Stock is an investment 


Stanley Simon, a Bulova vice presi- 
dent and director, stated that his 
company is holding the 33,000 shares 
of Tiffany “as an investment.” 

Maidman had been trying to either 
sell his Tiffany stock or else acquire 
a controlling interest in the firm. But, 
being unable to do either to his sat- 
isfaction, he transferred the stock to 
Bulova, according to a _ previous 
agreement. 








Are you getting your share of the 
STONE-OF-THE-MONTH Business? 


Garnet 
January Birthstone 





Genuine Bohemian Garnet Jewelry 


Old World Craftsmanship 
Reasonably Priced. 
Wide selection of Rings 
all 10 K gold. 
Earrings, brooches, crosses, neck- 
laces, and bracelets (both flexible 
and rigid) 


Memo Inquiries Invited 


ERNEST BURG 


29 East Madison Street, Chicago 2, Illinois 


























Buy Direct 


Bill Samuels, presideat, 
says: 
"We will not 

be undersold!” 











Half-Panel Showcase No. 1103 
70" long—20" deep—39!/," high 
$89.95 FOB New York City 


Watchmakers 
a SF a7 Bench No. J-2I 
<= cin 40" long 
a= 1-4 42° high—20" 
c eep 
i: 16" high glass en- 
ti a closure on 3 sides 


$110.00 FOB 
New York City 

















No. 1306 Picture 
Frame Model Wallcase 
7' high—18" deep—70" long 
Available with or without 
center drawers 





Write for Catalog J 
for Wallcases and Showcases 
and Itemized Price List 


Town Showcase & Cabinet Company 


30 Years of Service, 1927-1957 


6455 NORTH RIDGE AVENUE, CHICAGO 26, ILLINOIS 








































Po gr 
INQUIRIES FROM 


JEWELRY 
STORES 
WHO HAVE PROBLEMS 


Want to turn surplus stock into cash, 
poy off debts, settie an estate, or, per- 
aps sell your business for cash? WE 
CAN HELP. A fact substantiated by our 
35 year record of successful 


FLAT or AUCTION 
SALES 


OR A COMBINATION OF BOTH 


WE GUARANTEE 
100¢ ON THE $-PLUS FOR YOUR STOCK 


@ Your reputation will be guarded @ You 
will have a more popular store after sale 
@ Your business will be permanently in- 
creased @ We will interview you at our 
expense @ We specialize in buying stores 
for cash. 


WRITE—WIRE—PHONE 


COLMES « BRILL 


Auctioneers 


45 W. 45th St., N.Y.C._—JU 6-2334 





founded 51 years ago by 
_ father, Charles. Since his retirement 
| four years ago, his son Ralph has 
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MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 

















importers of 
ENGLISH CHINA 


and 
EARTHENWARE 


Stock and Import 
FONDEVILLE & CO., INC. 
148 Sth Ave., New York 10, N.Y. 

AL. 4-0104 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Biack Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















MARY RYAN sccessons 


FURNITURE 

GIFT AND ART 
> 

NOVELTIES 


228 Fifth Avwenue, New York 
Merchesdise Mart, Chicago 
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The Arizona RJA recently held its 
annual convention and election of of- 
ficers for the coming year. Malcolm 
Straus, of Phoenix, Ariz., was named 


president of the group. Bernard Vath 


is the association’s new vice president 


'_and Ben Rosner continues as secre- 
| tary-treasurer. 
| mamed were: 


Regional directors 
Adolph Cubitto, Joe 
Peterson, Sid Karp and Morton 


Tuller. 


Mr. and Mrs. Ralph Hartoon have 
moved their jewelry store into new, 
modern quarters at 19 N. Broadway, 
Shawnee, Okla. The business was 
Ralph’s 


been manager for the store. 


Sam Clements, watchmaker of Okla- 
homa City, Okla., has opened his own 
watch-and-clock repair shop at 816 
Northwest 23rd Street. He was for- 
merly associated with the John A. 
Brown Co. Clements is president of 
the Oklahoma Horological Associa- 
tion. 


_ Thomas Jewelry, located in the Pen- 
| nington Hills Plaza Building, Bartles- 
| ville, Okla., celebrated its first anni- 


versary. The store is operated by 
Harold D. Thomas. 


| Zeller’s Jewelers, Guymon, Okla., re- 
| cently celebrated its 8th birthday with 

an anniversary sale. Special features 
| of the sale included a watch trade-in 
_ and watchband trade-in arrangement, 


and a prize drawing, at which an “oc- 


_ ecasional” clock was given away. 


Bollinger’s Jewelry held its grand 


| opening in Idabel, Okla. The occasion 


was marked by a special offer on 


| watch trade-ins. 


Bill Price, jeweler of Wagoner, Okla., 
received excellent publicity when the 
local newspaper ran a front-page pic- 
ture of him. He was shown present- 
ing a watch, as a prize, to a local 
teen-ager who had been the winner 
in a contest being run by the 
Wagoner newspaper. 


Tipton’s Credit Jewelers, 9 East Main 
Street, Shawnee, Okla., recently held 


_ its 3rd anniversary celebration. A sale 


marked the occasion. 


W. P. Legate, who operated a watch 
shop in Tulsa, Okla., for several 
years, has opened a jewelry and 
watch repair shop in Konowa, Okla. 


Rosenfield’s, one of Oklahoma City’s 
prominent jewelry firms, will open its 
first suburban store in the Oklahoma 


SOUTHWEST Lil 


City area in the near future. The 
location will be in the newly com- 
pleted shopping center in Midwest 
City, Okla. 


M. B. Smith Jewelry & Gift Shop, 
Pauls Valley, Okla., has completed a 
remodeling and _ redecorating  pro- 
gram. It was the first such renova- 
tion since the current owner, M. B. 
Smith, purchased the business 32 
years ago. Smith is a certified watch- 
maker, an authority on _ precious 
stones, past president of the Okla- 
homa RJA and a director of that 


group. 


B. C. Clark, Jewelers, 113 N. Harvey, 
Oklahoma City, Okla., had a display 
of table fashions at the recent Home 
Furnishing Show in Oklahoma City. 
The display consisted of four tables— 
a Bride’s Table, a Tea Table, a Buf- 
fet Table and an Antique Table. 
Approximately 40,000 people attended 
the show. 


Zale’s Jewelry store in Bartlesville, 
Okla., recently received free publicity 
when the Bartlesville Morning Ezx- 
aminer ran a photo and story about 
Merrill A. Stewart, Zale watchmaker. 
The story concerned Stewart’s com- 
ments on the local drive of the United 
Community Fund. 


The Arthur A. Everts Co., Dallas, 
Tex., jewelers, ran a promotion of 
“Holiday Hospitality Tables.” With 
Miss Julie Benell, local television per- 
sonality, acting as hostess, the public 
was invited to come in and see a se- 
ries of tables set specifically with the 
holiday season in mind. Different 
combinations of silver flatware, punch 
and tea sets, glassware ond hollow- 
ware were used to demonstrate tables 
for many holiday occasions. 


The Edwards Jewelry Store, located 
in the River Oaks Village Shopping 
Center, Abilene, Tex., recently held 
its grand opening. The store is 
owned by Mr. and Mrs. D. C. Ed- 
wards, of Breckenridge, Tex. 


Town and Country Jewelers, Abilene, 
Tex., recently had its grand opening 
and held a 10-day opening sale. The 
owner is Emil G. Habeeb. 


A new Tappans Jewelry store has 
opened in Sherman, Tex. The new 
store is the successor, in larger, more 
modern quarters, to the Tappans 
which has been operating at 217 N. 
Travis in that city for a number of 
years. The new address is 209 N. 
Travis. Ed Bennett is the manager. 


(Please turn to page 146) 
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YEAR’S LEADERS: The Southeast Retail Jewelers Association held its annual | 


banquet and final meeting of the year in Huntington Park, Calif. During the 
meeting, officers were elected for the coming year. The new officers are: (in 


photograph, 
treasurer ; 


left to right) George Finely, Jr., vice-president; Jack Hamm, 
Arthur J. Hohmann, of Foote, Cone and Belding, advertising agency, 


guest speaker; John Wire, president; Norman D. Luth, secretary, and Herman 
Siegel, of the California RJA, guest of honor. Arthur Hohmann, of the research 
department of Foote, Cone and Belding, advertising agency, was the speaker of 
the evening. Herman Siegel, secretary of the California RJA, was the guest of 


honor at the banquet. 


Fontana Jewelers, Fontana, Calif., 
has been completely remodeled and 
enlarged, according to its owners, 
Mr. and Mrs. Milton Leetzow. The 
store is at 8546 Sierra Avenue. Dur- 
ing opening ceremonies of the reno- 
vated quarters, replicas of world-fa- 
mous diamonds were on display. 

A grand opening was held recently 
for the new Marvin Lewis Jewelers, 
522 Main Street, Brawley, Calif. 
Lewis closed his El Centro and Yuma 
stores to consolidate his operations in 
Brawley. 

The Watch Shop, in Fresno, Calif., 
has been purchased by Charles Des- 
sert and Mrs. Agnes P. Smith from 
Fred Miiler. C. P. Clayton was ap- 
pointed store manager under the new 
ownership. Smith and Dessert also 
own Pederson’s Jewelers in the Pat- 
terson Building. 

Robert A. Sherwood has become 
manager of the LeRoy’s Jewelers 
store in Fresno, Calif. He was for- 
merly assistant manager of the firm’s 
Inglewood store. 

The newest unit in the Art Ross 
Credit Jewelers business was opened 
at 612 S. Broadway in downtown Los 
Angeles November 30. 

The Verdugo Hills Gem and Mineral 
Society held its regular meeting No- 
vember 29 at the McGroarty Rec- 
reation Center in Tujunga, Calif. 
Richard Mitchell, of the M.D.R. Man- 
ufacturing Co., presented a program 
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about faceting, including films on the 
steps involved in cutting and polish- 
ing a faceted stone. 

Mel Shepherd, official Southern Pa- 
cific Railroad watch inspector, has 
opened a jewelry store on Jackson 
Street, in Indio, Calif. The store is 
called Indio Jewelers. 

Maddux Jewelers, 330 F Street, Oak- 
dale, Calif., has changed its name to 
Atwood Jewelers. 

Joe Houston Jewelers, 14508 Ventura 
Blvd., Sherman Oaks, Calif., has been 
completely remodeled. It now boasts 


a unique entrance, which is made of | 
SESSIONS 
| USTIME 


slate-colored concrete set with gem 
stones. 

Mrs. Helen W. 
the Walter P. Shoemake Jewelry Co., 
1323 Jay Street, Modesto, Calif., dis- 
played her personal collection of 
jewelry and spoke on “The Romance 
of Diamonds” at a recent fashion 
show held by the Modesto Soropto- 
mist Club. 

The Jewelers 24-Karat Club of South- 


ern California did not hold a meeting | 


in December. The first meeting of the 
new year has been set for January 8 
at the Elks Temple, Los Angeles. 

Dart Jewelers, 124 West 6th Street, 


Los Angeles, has been purchased by | 


Jacques Ribons from David I. Sobo. 
The partnership of Haubert & Cook, 
with a store at 674 Broadway, San 


(Please turn page) 

















Selling Committees creates 
profitable “Group Business"! 
Gavels & Sound Blocks made 
of Tropical Hardwoods (Rose- 
wood & Cocobolo) & Ivory 
Plastic. Sizes; Ladies’, Men's 
Medium, Men's Large. Cases; 
Bands - Nontarnishing Sterling 
Silver & Bronze; We engrave, 
mount and ship at once. 


AN ILLUSTRATED 
GAVEL BROCHURE 
Helps make Sales 


FREE — OPEN 
cae DISPLAY ... 
= Items at 50% Disc. 


FREE — WALNUT 
BGipare « « « 
Items at 50% Disc. 


BECOME “GAVEL 
HEADQUARTERS" 

~ Increase your volume 

== -WRITE TODAY! 











Shoemake, owner of | 


| VULCAIN 
| ULYSSE NARDIN ALVIN 





VALENTINE HELP WANTED? 


Send for this sensational WINDOW DISPLAY KIT 
TODAY. 50 — count them — 50 pieces promoting Valen- 
tine’s Day sales Feb. 14. ONLY .50 for entire 
kit. Ineludes: 3 WINDOW STREAMERS 8 x 35”, 
WINDOW STRIPS 4x18", 6 NANTS 10 x 15”, 
6 DIE CUT HEARTS 9”, 26 DIE CUT HEARTS 3”, 
NOW $3.50 (plus postage) for all 50 pieces, gorgeous 
colors, with selling copy. Send your check today. 


EDWIN FREED Inc 14 West 23rd St., N.Y. 10 


Phone: WAtkins 4-6422 





HEADQUARTERS 
CAE for Nationally 
Known Lines 


_ Now in our own building with Greater 


Facilities for Better Service 


WATERMAN EVANS 

SCHICK 
WESTINGHOUSE 
DORMEYER 
OSTER 
TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 


SEMCA 
TELECHRON 
INGRAHAM 


| Cotalog Twice Yearly @ Ask for Yours Today 


JOSEPH HAGN COMPANY 


Whelesalers Since 1911 
325 West Medison Street, Chicage 6, Minols 





— > THE REVOLUTIONARY NEW <— 


Cordless Battery Clock Movement 
By one of Germany's oldest makers. Now available 
to clock manufacturers in all fields. Direct import, 
or we deliver — quantities from stock. Sample 
moveme and appropriate hands avai lable. Center 
ar ge screw makes iL b 


fectly, easily 
4.5 volte . will run clock 9 to 12 months. 
Exclusive Distrisutors and Factory Represen 
ORBROS, Inc., 16 S$. 7th St., Philedelphie 6, Pa. 
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Crystal Clear 
GLASS DISPLAY DOMES 


Individually Packaged for Safe 
and Easy Handling 


For Covering: Figurines, Clocks, Objects D'Art, 
Wedding Cake Ornaments. Supplied with Wal- 
nut, Mahogany, or Black Wood Finished Bases. 


2Yex 5”..$ 1.63 
S Be vs 


6 2.00 
34ex 6” 2.25 
> ns 2.50 
4Yex 8” 3.00 
> 2 «. eae 
x 9”.. 3.50 
*5Yoxti”. 3.50 
5Yoxtti”.. 4.25 
6 x 8”. 3.75 
6 xi0d”. 4.25 
6 x2”. F.75 
6 x4”. 6.00 
a; 2a", 4.25 
, 62tp* 5.75 
Ba aw 4.50 
8 xi0” 6.00 
8 xi2”. 7.00 
8 xi5”.. 9.00 
8 «!8”.. 10.00 
8 x20”... 11.50 
8 x24”.. 13.50 


So 
of 

Ph 
oo 
ow 
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10 xf5”.. 10.00 
10 x20”.. 15.00 
12 x16”.. 13.50 





4%, x 8” .. 250 , 2 ae * 423 
"4% x 8” .. 2.00 


**With {” Hole at Top. *Machine Made 
All Prices Net Wholesale 


CRYSTAL GLASS TUBE 
CYLINDER COMPANY 


ZS. $1.75 5 x A $3.00 

. ee” .2m See te 

Hs 2%"... 200 oe th: Se 
"*44%, x 7%”... 3.50 #45 1/, x “Ww : 4. 











7317 South Chicago Ave., Chicago 19, Illinois 
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Marriage or Angel Medals 
Give your charm department a needed 
sates beach. These completely new die- 
struck charms proven sales appeal 
ere available for immediate delivery in 
2 styles and 4 sizes. Unengraved. 


In Sterling Silver in 14 Kt. Gold 
3/4” dia. $3, 1° $4 2) 3/4” dia. $12, 1” $15 
11/4” $5, 11/2" $7 ~ 11/4” $30, 11/2” $40 


Wayne Silversmiths Yi. °s°st? 

















Order directiy from BETHLEHEM: Genuine 
Mother-of-Pearl: ROSARIES, Beads, Crosses, 
Medallions, Pendants, Brooches, Earrings, Neck- 
laces. Prices: 25¢ to $5.00 per piece. All hand 
made. 
Manufacturers and direct exporters: 
ELIAS M. FREIJ & BROS. 

Box 46, Bethlehem, Jordan. Established 1816 
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TIME TESTED 
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The Best 
Watch and Clock 
MV) elatetol sha 


we f Nye 








| West Coast News... 


(from preceding page) 


Diego, has been dissolved. The store 
is now called John Cook, Jeweler. 
Mr. and Mrs. Doyne Stokes have 
opened the Stokes Jewelry Co., a re- 
tail store, at 119 N. Main Street, El- 
sinore, Calif. During a_ three-day 
opening celebration, they served re- 
freshments to all visitors. 

Henry Brodeur, who specializes in 
creating hand-made platinum jewelry, 
has joined the firm of Frederic A. 
Kane, Los Angeles diamond and pre- 
cious stone wholesaler. Brodeur has 
been in the jewelry business for 40 
years, having been associated with 
such organizations as Harry Winston, 
Kayken and Harry Sheers. 

Jewelry exhibits will occupy the en- 
tire 5th floor of the Ambassador 
Hotel in Los Angeles during the Cali- 
fornia Gift Show, January 20-25. 
The displays will be billed as the 
California Jewelry Show. 

Frank J. Oncina, formerly manager 
of Field Jewelers, San Francisco, has 
opened a new store, Franc Jewelers, 
at 2804 Mission Street, San Francisco. 
Royal Display has moved its quarters 
from 2166 Market Street, San Fran- 
cisco, to 1648-45 Market Street. Miss 
“Churchie” Resh is in charge of the 
showroom. 

Robert Standifer has been promoted 
to manager of the silver, clock and 
appliance department of the E. W. 
Reynolds Co., 647 Mission Street, San 
Francisco. Standifer has been with 
the firm for 16 years. 

The Diamond Palace, Market and 4th 
Streets, San Francisco, recently 
opened a second store, located at 887 
Market Street. 





Southwest News... 
(from page 144) 


Shaw’s and Kent’s credit jewelers in 
Houston, Tex., have been consoli- 
dated. The Shaw store was closed, 
and the new score, to be known as 
Shaw-Kent’s, ‘will operate from the 
Kent Building. The name Kent will 
be dropped in about six months, ac- 
cording to Jack Blum, head of the 
Shaw organization. Irving Rohrlich 
is manager of the new operation at 
412 Main Street. 


Taylor Brothers Jewelers, at Starr 
and Mesquite Streets, Corpus Christi, 
Tex., have enlarged their quarters to 
provide for a bigger china and silver- 
ware department. 


Elliott Jacobs, of the Gem Jewelry 
Co., Beaumont, Tex., has been elected 
a director of the retail merchants’ di- 
vision of the Beaumont Chamber of 
Commerce. 


B. C. Clark Jewelers, of Oklahoma 
City, Okla., will soon open a new 
store in the Mayfair Shopping Center, 
at N. W. 50th and May Streets. 


Jewelry, 









COMING 
EVENTS 
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5 — Chicago Jewelers Association, 
annual banquet, Conrad Hilton Hotel, 
Chicago, IIl. 

6-9—Miami Gift, Jewelry, Station- 
ery, Toys and Home Accessories Show, 
Roney Plaza Hotel, Miami Beach, Fla. 

8-15—Keystone China & Glass 
Show, Fort Pitt Hotel, Pittsburgh, Pa. 

8-15 — Carlton House Show, Carl- 
ton House, Pittsburgh, Pa. 

9-16 — Pittsburgh Glass & Pottery 
Exhibit, Penn Sheraton Hotel (for- 
merly William Penn Hotel), Pitts- 
burgh, Pa. 

10—-Diamond Manufacturers & Im- 
porters Association, annual dinner- 
dance and meeting, Hotel Delmonico, 
New York City. 

12—24 Karat Club of New York, 
annual banquet, Waldorf-Astoria Ho- 
tel, New York City. 

17-24 — Independent Housewares 
Exhibit, Morrison Hotel, Chicago, Ill. 

17-24 — National Housewares Ex- 
hibit, Navy Pier and Drill Hall, Chi- 
cago, Ill. 

20-23 — Southeastern China, Glass 
& Gift Show, Municipal Auditorium 
and Biltmore Hotel, Atlanta, Ga. 

20-25—California Gift Show, Alex- 
ander Hotel, Biltmore Hotel, Brack 





Shops and Merchandise Mart, Los 
Angeles, Calif. 
20-25—New York Lamp Show, Ho- 


tel New Yorker and New York Trade 
Show Building, New York City. 
20-25 — New York Home Furnish- 


ings Accessories Show, New York 
Trade Show Building, New York 
City. 


27-30—Washington Gift Show, Ho- 
tel Willard, Washington, D. C. 

27-31—Parker House January Gift 
Show, Parker House, Boston, Mass. 


gee fee ee Ge, Go tee i, 


2 Jewelry Club of Boston, an- 
nual banquet, Hotel Statler, Boston, 
Mass. 

2-15 Merchandise Mart China, 
Glass & Gift Market, Merchandise 
Mart, Chicago, III. 

3-6 — Western China, Glass, Toy, 
Stationery & Housewares 
Merchan- 








Show, Civic Auditorium; 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Le nee iirindanchbeed ean ieamtas eee ee 


a] 


dise Mart; Hotels: Sheraton-Palace; 
St. Francis and Sir Francis Drake, 
San Francisco, Calif. 

3-6—Buffalo Gift Show, Hotel Stat- 
ler, Buffalo, N. Y. 

3-14 — Chicago Gift Show, Palmer 
House and LaSalle Hotel, Chicago, III. 

4-8 — Western Winter Market, 
Western Merchandise Mart, San 
Francisco, Calif. 

10-11—Minnesota RJA, annual con- 
vention, Nicollet Hotel, Minneapolis, 
Minn. 

10-11—Eleventh Annual Northwest 
Jewelry Trade Show, Nicollet Hotel, 
Minneapolis, Minn. 

10-12 — Mid-South Gift & Jewelry 
Show, Peabody Hotel, Memphis, 
Tenn. 

10-18—Cleveland Gift Show, Hotel 
Statler, Cleveland, O. 

10-13 — China, Glass & Gift Show, 
Plaza Hotel, Benson Hotel and Port- 
land Public Auditorium, Portland, 
Ore. 

17-19 — Detroit 
(Spring), Hotel 
Mich. 

17-19—St. Louis Gift Show, Hotel 
Statler, St. Louis, Mo. 

17-20 Pacific Northwest China. 
Glass & Gift Show, Seattle, Wash. 

17-22—Allied Gift & Jewelry Show. 
Hotel Adolphus, Dallas, Tex. 

24-26—Omaha-Midwest Gift Show, 
Paxton Hotel, Omaha, Neb. 

24-27—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus, O. 

24-March 1—New York Gift Show. 
Hotel New Yorker and New York 
Trade Show Building, New York 
City. 


Show 
Detroit, 


Jewelry 
Statler, 
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3-6 — Denver Gift and Jewelry 
Show, Hotel Albany, Denver, Colo. 

3-7 — Detroit Gift Show, Hotels 
Statler and Sheraton - Cadillac, De- 
troit, Mich. 

4-8—Boston Gift Show, Hotel Stat- 
ler, Boston, Mass. 

10-12 — Kansas City “Heart of 
America” Gift Show, Continental Ho- 
tel, Kansas City, Mo. 

17-19 — Washington Retail Jewel- 
ers Association, annual convention, 
Olympic Hotel, Seattle, Wash. 

17-20 — Cincinnati Gift Show, Ho- 
tel Netherland-Hilton, Cincinnati, O. 

17-20—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis, Ind. 

17-20 — Philadelphia Gift Show, 
Benjamin Franklin Hotel, Philadel- 
phia, Pa. 

17-20 — Northwest Gift, Stationery 
& Housewares Show, Radisson Hotel. 
Minneapolis, Minn. 

31-April 2—Georgia-South Caro- 
lina Retail Jewelers Associations, 
joint annual convention, Hotel Dink- 
ler-Plaza, Atlanta, Ga. 

31-April 3—Pittsburgh Gift Show. 
Hotel Penn-Sheraton, Pittsburgh, Pa. 


A Pree Fee 


6-7—Nebraska Retail Jewelers As- 
sociation, annual convention, Hotel 
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Fontanelle, Omaha, Nebraska. 

14-15 — Alabama Retail Jewelers 
Association, annual _ convention, 
Thomas Jefferson Hotel, Birmingham, 
Ala. 

14-15—Pennsylvania Retail Jewel- 
ers Association, annual convention, 
Penn-Harris Hotel, Harrisburg, Pa. 

21-23—-Florida Retail Jewelers As- 
sociation, annual convention, Miami 
Beach, Fla. 

27-28 — Oklahoma Retail Jewelers 
Association, annual convention, Okla- 
homa City. 

28 Miami Beach Gift, Jewelry, 
Stationery, Toys & Home Accessories 
Show, Roney Plaza Hotel, Miami 
Beach, Fla. 


U.S. Stamps May Be Premiums 


Washington, D. C. — Postal offi- 
cials have ruled that retailers may 
distribute United States postage 
stamps as premiums. 

The Post Office Department re- 
cently told the American Retail Fed- 
eration that no federal law exists 
which would prohibit giving postage 
stamps instead of trading stamps. 

The Internal Revenue Service ad- 
vises retailers that in giving stamps 
with the sale of articles subject to 
the retail excise tax, the tax should 
be computed on the full price of the 
article. It is not permissible to de- 
duct the value of the stamps from the 
price of merchandise, says IRS. 





WE REQUIRE: 


jewelry industry. 


WE OFFER: 





TOP OPPORTUNITY: 


SALESMAN 
FOR TOP MOUNTING HOUSE 


to call on established accounts in Midwest ter- 
ritory ... This job calls for a salesman accus- 


tomed to earning high salary. 


® A minimum of 3 years’ experience in the 


© Aggressive and Progressive Salesman of 
good personality and ability. 


@ One of the best sales jobs in the country. 


® A chance to be affiliated with one of the top 
mounting houses in the United States. 


All replies will be held confidential. Please in- 
clude a recent photograph with application. 


GOLDSTEIN-GERSON CO., INC. 


The House of Fishtails 
130 WEST 46 STREET 
NEW YORK 36, N. Y. 














Self-Winding 


® In the manufacture of self winding watches, 
the designer-engineer strives to achieve efficiency 
of the winding action of the wrist by utilizing 
all of the swinging, oscillating weight’s motion 
to wind up the mainspring. Since the oscillating 
weight does turn continuously in either direction, 
the designer must utilize this continuous motion 
in any one direction. Should the oscillating weight 
swing in alternate directions, he must also find 
some method of converting this motion into some 
action that will eventually turn the ratchet wheel 
in the winding direction. Many such methods have 
already been covered and these span a great many 
mechanical principles of converting reciprocal 
motion into circular motion for the purpose of 
turning wheels and pinions. Other devices convert 
the circular motion of the oscillating weight to 
reciprocal motion, and by the use of cams the 


ratchet wheel may be turned or, in some cases, 
nudged around. 


The following illustrations show yet another 
method of utilizing the circular motion of the 
oscillating weight to achieve reciprocal motion, 
so that the part that is moved back and forth may 
carry pawls which in turn can crank or push 
paired wheels or reduction gears to wind up the 
mainspring. Figure 1 shows a gear A with teeth 
only on part of its circumference. This is geared 
up to a framework B which has internal teeth on 
the upper and lower inside part of its framework. 
The framework B has two guide rods carried in 
bearings supported by the stand C. In figure 1, 
the wheel A, turning in the counterclockwise di- 
rection, is shown with its last, lowest tooth still 
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Principles of 


; 


Watches 


by Henry B. Fried, JC-K Hovrological Consultant 


in engagement with the last tooth on the lower 
framework rack. In the direction the pinion is 
turning, it will push the framework over to the 
right in the direction of the arrow. However, 
while it is doing so, the topmost tooth of the 
wheel A is now about ready to enter engagement 
with the first tooth of the upper rack. When the 
lowest wheel tooth drops off the lower rack, there 
will be a very slight pause, and then the first up- 
per tooth of the wheel will start to push the upper 
rack in the left direction, and this will continue 
until the wheel and rack frame appear as in 
figure 2. In this lower view, the uppermost tooth 
is now about ready to drop off the last tooth 
on the upper rack and the lower wheel tooth will 
take over. In this manner, regardless of how long 
the wheel A continues to turn in this direction, 
the action of framework B will always be back 
and forth. Should the wheel A suddenly reverse 
its direction, the framework will also reverse its 
direction, but it will still continue to go back and 
forth should the wheel continue in any one direc- 
tion. Of course, should the wheel A rock back 
and forth before it has completed its cycle, the 
framework will also go back and forth. 

This same idea can be converted to wind a 
watch. If in figures 1 and 2 we take the frame- 
work B and attach a rod in its upper center so 
that it hangs as a pendulum, it will swivel back 
and forth in a short but circular arc instead of 
going back and forth on its guided rods. If the 
wheel B were attached to an oscillating weight, 
this could then motivate the framework B and 
the framework could then have clicks or pawls 

PLEASE TURN TO PAGE 150 
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to push winding wheels. However, certain re- 
visions will have to be made. If the framework 
should be suspended or swing from a point above, 
the upper rack, which is closer to the swinging 
point, will form part of a smaller circle or wheel. 
Thus its teeth will be smaller and its tooth spaces 
closer together than those of the rack teeth below. 
This would then make it impossible for the pinion 
gear to operate with both the upper and lower 
teeth. 

It is possible to overcome this problem by 
mounting a smaller pinion on top of the main 
pinion so that only the upper, smaller pinion 
teeth mesh with the smaller, upper rack teeth, 
while only the lower, larger pinion teeth, operate 
with the lower, larger rack. A study of figures 
1 and 2 will show that, regardless of how the 
wheel is turned, its relation to any spot on the 
rack framework remains the same; no tooth on 
the wheel ever occupies a different spot on the 
rack than it did previously. Also, that the empty 
space on the wheel A will always face the same 
direction at the end of the rack. 


The new Omega Calibre 445 (714 lignes, 16.00 
mm) employs just this principle and is suited for 
use in ladies’ watches. Figures 3, 4, and 5 illus- 
strate the princip'e of operation. Certain liber- 
ties have been taken with the arrangement of 
the winding train and clicks in order to permit 
better observation of the principle, but the prin- 


ciple of operation is just as is shown in these 
figures. (Later in the series actual illustrations 
of the movement, exploded views and maintenance 
hints will be given.) 

Figure 3 shows the oscillating weight frame 
supporting the oscillating weight pinion, rigidly 
attached to it. Notice that this pinion B, like the 
wheel in figures 1 and 2, has horizontal teeth on 
only part of its circumference. These three hori- 
zontal teeth fit into the three notches in the frame- 
work D. Because the framework D is pivoted far 
to the left, the spaces indicated at C are much 
smaller, and thus the pins, C, mounted on the oscil- 
lating weight pinion, B, serve as the smaller diam- 
eter leaves of the upper pinion mentioned earlier. 
The horizontal teeth, B, enmesh only with the sec- 
tor D which is set lower than the main frame- 
work at C. This provides the necessary clearance 
so that the horizontal pinion teeth, B, will not 
butt against the upper framework at the left but 
rather will pass under it while the vertical teeth 
will engage with the notches above. 


Figure 4 shows the general scheme of opera- 
tion up to the mainspring ratchet wheel. A is 
the oscillating weight, B is the pinion mounted 
rigidly to it, C is the vertical pinion pins. D is 
the framework which is pivoted at E and sup- 
ported in jeweled bridges (not shown). F and G 
are two pawl-clicks which work into the paired 
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wheels, H and J. Only wheel J has a pinion 
mounted on it which turns the intermediate (re- 
duction) gear K. This in turn pushes the main- 
spring ratchet wheel around in the clockwise di- 
rection. 


The operation starts when the oscillating 
weight turns, as in clockwise direction. A, shown 
in figure 4, has just finished one cycle of pushing 
the framework D in the direction of the arrow. 
This causes the click F to push the wheel H in 
the counterclockwise direction. Since click G is 
pulled away from the wheel J, its beak rides over 
the tips of the teeth of wheel J. However, wheel 
H, geared to wheel J, turns this in the clockwise 
direction. Its pinion then turns the reduction 
gear K, and the pinion of K enmeshed with the 
ratchet transmits its power to wind up the main- 
spring. 

Going back to the pinion B, C and framework 
D, notice that the lowest tooth of the pinion B 
has just come out of the lower left slot of the 
lower rack. The pinion B, turning in the clock- 
wise direction, will soon have the vertical pin 
enter the upper right notch. This will cause the 
framework D to return in the left direction. To 
follow the sequence, refer to figure 5. Here the 
pinion B and its vertical pin C have just finished 
the sequence shown in figure 4, and now the lowest 
outer tooth of the pinion is ready to enter the 
lower left notch of D. This will cause the frame- 
work D to be moved in the opposite direction of 
the arrow. In the illustration shown, the sequence 
has just finished pushing the framework D in the 
right direction causing the click G to engage the 
wheel J. Wheel H is merely idling in the opposite 
direction and in this sequence performs no active 
service. A study of these figures will show that, 
regardless of the direction in which the oscillating 
weight pinion turns, the framework D will move 
back and forth and cause the clicks F and G al- 
ternately to push the wheels H and J. Also, re- 
gardless of which click does the pushing on its 
respective wheel, they both will always turn in 
the direction shown by their arrows in both fig- 
ures 4 and 5. Also each tooth or pin of B & C 
will always occupy the same notch in D. In the 
actual watch both clicks are mounted on a com- 
mon pivotal point. Here these have been mounted 
separately to make their operation more easily 
understood. Also, study the operation of the 
pinion B with its two sets of teeth, as its action 
is most interesting and will help to clarify its 
mechanical principle. By designing the frame- 
work D with pinion B-C in this manner, the same 
lever-ratio is obtained regardless of whether the 
pins are in conjunction with the upper part of 
the framework or whether the teeth B are en- 
meshing with their respective notches in the lower 
section. 
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All indices point to a big year ahead (for those who go 
after business). To the watchmaker, that means the use of 
equipment that enables him to do more and better work in 
less time. Of course that includes a watch-rating machine 
and... for the utmost in operating advantages, for long 
life and low-cost maintenance there is only one answer... 


the WatchMaster. 


a 
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| The NEW 
\ W atchMaster 


\ Gear shift provides straight-line, 
on-time records tor odd-beat 
watches. Watchholder tests cased 
watches or uncased movements in 
any position. Microphone snaps 
out for testing clocks, also watches 
on customers’ wrists. Hairspring 
vibrator is a part of watchholder. 
Earphones included. Other features. 





WATCH-RATE RECORDERS 


American Time Products, Inc. 
580 Fifth Avenue, 
New York 36, N. Y. 





Gentlemen: 


[) Please arrange Watchmaster 
demonstration at my bench. 


Please consider this as our order 
for one Elimag. 


The NEW 
Elimag 


Lay watch (or parts) on recessed 
panel. Press button. Compiete 
elimination of magnetic effects in 
1/10 second guaranteed. 15 times 
the strength of ordinary demag- 
netizers. Size, 65g"x5!/4"x3". Plug 
into any commercial light socket. 
To save time when ordering, use 
the coupon below. 


More WatchMasters have been sold and are being sold than all 
other watch-timing machines in the World combined. There 
must be a reason ... There is! IT’S THE BEST! 








No obligation of course. Store 





() Check in full enclosed ($24.75) 


C) Bill us $24.75 plus postage. 
State taxes (if any) extra 


Above prices U.S. A. only City, State 
Secocesceseeseseeseesseeeesooeeeoescooocse Seeeeeeeee eee eee eeaeee eeeeeaece 
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QUESTIONS 


QUESTION: I have on display 
in my window a clock which I 
have for a good many years. It 
has the figure of a woman hold- 
ing a brass bar. The bar has two 
jewels set into it like those in 
an alarm clock balance. The 
clock itself is the pendulum and 
swings back and forth, rocking 
on two points which ride on the 
jewels in this bar. The bar has 
become broken and I'll need a 
replacement. The only clue to its 
identity is a letter “J” set into 
an eight pointed star. Where can 
I get such a bar with the jewels? 
Ch. DeF. Carlisle, Pa. 


ANSWER: These clocks are 
called elephant bar clocks since 
most of these had an elephant 
instead of the brass lady hold- 
ing the bar. A tiny weighted and 
pivoted pendulum inside the 
clock forms the escapement 
and keeps these clocks going 
once it is set into motion. Wind- 
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ing is usually done every third 
day with a barrel contained 
mainspring. The “J” stands for 
Junghans. I do not think that the 
Gebruder Junghans make these 
any more although I do know 
that a Japanese firm imitated 
these in a cheaper version. You 
can write to H. Coehler, 100 
Fifth Ave., N. Y. They are 
agents for the Junghans prod- 
ucts and I do know that it is 
possible to obtain these bars 
with some patience. 


QUESTION: I am making a 
clock according to my own in- 
vention and I’ll need an espe- 
cially long piece of mainspring 
wire. It has to be very long and 
very thin. Where can I obtain 
such a length of wire? (name 
withheld). 


ANSWER: Try the Sandsteel 
Spring Co., 145 Hudson Street, 
New York 13, N. Y. or write to 
Reginald Morrell at the Ingra- 
ham Clock Co., Bristol, Conn. 


QUESTION: What metals 
weigh the most per cubic foot, 
what metal expands the most in 
heat, what metal takes the most 
heat before melting, what metal 
has the best electrical conductiv- 
ity and can you give me the op- 
posites for the above questions? 
It may sound silly to you but I 
get a lot of high school kids com- 
ing into my store with questions 
like these and they think I ought 
to know the answers. J. J. O’B.., 
Okla. City, Okla. 


ANSWER: This information 
can be had from most encyclo- 
pedias but you’re their short- 
cut. Aside from the “Atomic” 
metals, platinum (rolled) will 
weigh 1414.6 pounds per cubic 
foot and will cost a lot of money. 
Potassium in metallic form will 
weigh only 54.3 pounds although 
aluminum will scale in at 159.7 
pounds and magnesium 108.6 
pounds. Potassium will expand 
.00004611 of its unit length with 
each F°. Tellurium, .00002048, 


rolled zinc, .09001653 and cad- 
mium, .00001755 (look at your 
thermometer for mercury ex- 
pansion). It will require 6152 
F° to melt Tungsten, 4620 F° 
for Molybdenum. —38 F° for 
Mercury, 144 F° for Potassium 
and Tin requires 449 F° to melt. 
Silver is considered the best con- 
ductor of electricity. 


QUESTION: I have acquired 
a good American watch which I 
intend to use as a railroad watch 
but it has a 24 hour dial. How 
can I change this into a regular 
12 hour dial? P. H. Oakland, 
Calif. 


ANSWER: The dial can be 
refinished in any manner you 
chose but you will have to obtain 
a new minute wheel pinion and 
hour wheel. Since it would be 
dificult to change the entire 
combination such as the cannon 
pinion the minute wheel which 
meshes with it will have to re- 
main paired to the present can- 
non pinion. This will then put 
the burden of making the hour 
hand (only) go around twice as 
fast as it does now. If you obtain 
an hour wheel with half the 
number of teeth that you have 
now, your minute wheel pinion 
will also need changing. Fur- 
thermore, you will note that in 
your watch as in most of these 
24 hour dial jobs, the little 
pin that rides through the min- 
ute wheel pinion is quite thin. 
This was necessary because the 
pinion originally had to be small 
so that the reduction against its 
hour wheel (ratio) could be 
correct. This left little room for 
a hole or a pin. Therefore, your 
new pinion will have to be re- 
bushed and drilled so that it 
rides on this new pin with little 
sideplay. 


QUESTION: Perhaps you can 
settle a little question that exists 
between members of our little 
watchmakers’ group. You seem 


to know most of the answers on 
PLEASE TURN TO PAGE 154 
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BETTER GOLD PLATING 
THROUGH RESEARCH 


The Research and Development Department at Spec- 














tranome is constantly seeking new ways to produce better 
gold plating at lower costs. These skilled technicians have 
solved many unique plating problems and they can be 


put to work for your product. 


Why not call Spectranome on your next plating job? 


Better gold plating will make your product better. 


SPECTRANOME PLATING CO., INC. 
336 W. 13th STREET + N.Y. 14, N.Y. + AL 5-8677 


‘a 


You SAVE Time — Money HERKULES | 
SINCE 1887 when you use “WHITE LABEL” 


BOWMAN TECHNICAL SCHOOL! |f) MmSsouma| saws. 























A very fine new book of facts about B.T.S. 

and its work: Your Future and Our School, 

tells how you can benefit supremely by a ie 

B.T.S. course, and will be mailed you, free: With Herkules quality, and a 

write for it. secret alloy steel, exclusive with 

Courses in Watchmaking, Engraving and them, you are sure of fewer 

hae Rep tte the Certified Master broken blades; this means less 

owman graduates pass the Certifie 

Watchmaker tests of H. I. of A., or any State time loss .. . fewer replacements. 

Board examinations. 

Highest authorities say, “B. T. S. is the bess Designed for the hard use of cutting 

school,” and the best jobs await Bowman all precious and semi precious 

graduates. metals, platinum, gold, silver, 

Write for free book “Your Future and Our brass, copper, etc. Round backs 

School” which shows how many finest jewelry make it easy to turn corners 

businesses have been built on thorough Bow- . . « follow curves. Teeth uni- 

man Training. form in size, shape and LONG LIFE 

ha £ = eal 

to BOWMAN TECHNICAL SCHOOL hawetedien. an CONSTANT 

Bowman Building, | . 
Lancaster, Pa. Send for your free QUALITY 


chart, showing in all Sizes 


measurements of 
blades and ‘other from 8/0 to 14 


information. 





Courses Approved for Korean and Other Veterans Exclusive Wholesale Distributor 
HAMMEL, RIGLANDER & CO., INC., NEW YORK 16, N.Y. 
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horological history and maybe 
you can tell us when the first 
waterproof watch was _ used. 
From what we learn, there 
really isn’t anything new under 
the sun in watchmaking so how 
far does the waterproof watch 
go back? H. R., Flushing, L. I. 


ANSWER: This question re- 
quires two answers. The first is 
that according to an account 
known by almost every civilized 
person, a waterproof watch was 
in existence sometime in the 
latter part of the 17th century! 
If you will recall the story of 
Gulliver in his travels (Jonathan 
Swift) you surely must remem- 
ber how the Lilliputians were 
amazed at the wonderful engine 
which made a great regular 
noise like that of a water-mill 
and which Gulliver said kept 
time and which he consulted so 
regularly that he seldom did 
anything without consulting it. 
Now as is previously related in 
the story, he was shipwrecked 
and spent many hours swim- 
ming in the salt sea. Since the 
watch still kept going and 
showed good time, it must cer- 
tainly have been waterproof. 

Actually, waterproof watches 
are not very old and the Rolex 
Company was one of the very 
first companies to experiment 
with this. Successful water- 
proof watches go back only 
about thirty years. 


QUESTION: I am obliged 
once in a while to do alarm clock 
repairs and of course much of 
the work involves refinishing 
the cone pivots that become 
rounded from constant turning 
in their cups. When I put the 
clock balance wheel back into 
the clock I can never get the 
endshake just right and what is 
more, there seems to be an awful 
lot of side shake. Just what is 
the trouble or am I doing some- 
thing wrong? I try adjusting 
the cup-nuts but regardless how 
fine I turn them, they don’t be- 


come right. G. B., Norfolk, Va. 
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ANSWER: You are doing al- 
right up to a point (no pun in- 
tended). But you simply don’t 
go far enough. When a part 
such as a dead-hard point wears, 
isn’t it logical that the cup’s 
(concentric nut) center-point 
will also become worn? An in- 
spection of this part will show 
you that it has. When this cup 
becomes worn, its bottom is 


worn sort of rounded and that 
explains why the side shake is 
so critical. If you will notice my 
sketch you will see that when 


the bottom of the cup has a 
rounded contour, the pivot 
hasn’t much of a place to bear 
against. 

To replace the pointed bottom 
to the cup, you must first soften 
the nut. Take a phonograph nee- 
dle and grind this to the same 
shape that your clock pivot will 
take. Do not make it more 
pointed, if anything, slightly 
more of an angle. Do not soften 
the needle. Next place this nee- 
dle in a punch in your staking 
set so that the point of the nee- 
dle rests in the softened cup. A 
good sharp blow of a hammer 
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upon punch will cause the needle 
to indent a point in the cup with 
its own shape. The cup-nut may 
then be rehardened. If you want 
the inside cup point polished, it 
may be done with a little rouge 
on a pointed pegwood stick 
turned rapidly in the lathe. 
Make certain that you then clean 
all traces of the rouge before as- 
sembling and oiling. You will 
then notice the marked improve- 
ment in your job and the ease 
with which you get the correct 
endshake. 


QUESTION: Where can I ob- 
tain an assortment of gaskets 
for waterproof watches? I re- 
cently attended a watchmakers’ 
meeting in which you lectured 
on the importance of testing 
these watches with a compres- 
sion machine after I repair 
them. I bought such a machine 
for $35.00 and I find that a lot 
of the watches I used to think 
were tight against water aren’t 
really so. I think that the back 
cover gasket is most of the 
trouble and that these gaskets 
get torn often and easily when 
I tighten the case. I think the 
turning of the case back grabs 
the gasket and tears it. C. M., 
Buffalo, N. Y. 


ANSWER: Practically every 
supply house that I called up in 
New York has assortments of 
waterproof gaskets. These are 
jobbers’ supply houses and you 
should have no difficulty obtain- 
ing these assortments from 
Swartchild, Niagara Jewelry 
Supply, Queen City Material or 
Buffalo Jewelry Supply Co., all 
of whom have offices in your 
city. 

The machine should save you 
much embarassment from en- 
raged customers who come in 
with rusted ‘‘waterproof’’ 
watches that you might have re- 
paired with the naive belief that 
they still were waterproof. As 
for the gaskets becoming torn, 


Mr. Granville Webb of the Elgin 
PLEASE TURN TO PAGE 155 
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National Watch Co., in a very 
fine lecture before the Horologi- 
cal Society of New York men- 
tions a practical hint that should 
save you a lot of trouble in this 
respect. He says that if you 
will put a light smear of oil on 
the gasket, it will diminish the 
chances of the case cover “grab- 
bing” the gasket as it is being 
turned on it. 


REVIEW OF THE 
FOREIGN TRADE PRESS 


Journal Suisse d’Horlogerie et 
de Bijouterie (August) 

An article by Ed Guyot on 
methods to improve time deter- 
mination. He covers the use of 
transit telescopes and the prob- 
lems in obtaining precise time 
by astronomical means. A simi- 
lar paper was published some 
time ago by Dr. Markowitz of 
the U. S. Naval Observatory in 
which he described the use of 
mercury bath, mirror and pho- 
tography. Self-winding watches 
with reserve power indicators 
are covered in an article by 
B. Humbert in which the new 
Felsa caliber 699 is mentioned. 
This movement uses a differen- 
tial to indicate the amount of 
spring reserve in the self-wind- 
ing sequence. Jendritzki con- 
tinues his practical bench ar- 
ticles, now covering the use of 
the staking set. A _ beautiful 
color plate of the Carpenter 
clock and a description of Don- 
‘di’s oft repeated clock drawings 
are also given in an article on 
very early clock works. 


Technica (Brussels) 

This French-Dutch bi-lingual 
journal carries monthly articles 
of interest to the jeweler as well 
as to the watchmaker. P. De- 
Vroede is its versatile editor. An 
article on the Brussel’s Fair re- 
veals that watch brands which 
are not always popular in this 
country find favor there. Trade 
names vary, too, with the same 
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movement. An article on the 


casting of precious metals using : 
rubber molds is described in the | 


June issue. Some good photos of 
early silverware are presented. 
An account of the research of 
the Texas Oil Co. and Elgin Na- 
tional Watch Co. on horological 
oils is carried in a very short no- 


tice. An equally short notice dis- | 


cuses the Russian wristwatch 
“Victory.” 
much in common 
French “Lip” calibers. 


Watchmaker Jeweller & Silver- | 


smith (London) (August) 
A clever editorial, chiding the 
alarm wristwatch as an instru- 
ment to be used on or against 


V.U.P. (Very Unimportant Peo- | 
ple), takes up a short but promi- | 
nent spot on its editorial page. | 


There are some good photos of 
English jewelry stores, and a 
review of some attractive mod- 
ern alarm clocks is given under 
the title “Your Alarm Counter 
Need No Longer Be Dull.” A 
critical review of the German 
sports timer by Junghans, cali- 
ber 28, is discussed by R. W. 
Pipe. This watch has three sep- 


arate dials on its front open face | 
in which the seconds, minutes | 


and split seconds are separate. 
The 1/10th second dial is really 
a sector showing only nine parts 
of the second through a recess. 
The second hand is three-bladed 
so that as one hand finishes its 
ninth part and disappears into 
the recess, the succeeding blade 
comes into view. An article on 
how to repair the Timex move- 
ment states that more than four 
million of these movements are 
in service in Britain. Also it 
says that half of the watches 
sold in Britain were made at the 
Timex factory there. 


Goldsmiths Journal (London) 


Articles on window display. 
Pike reviews the new Roamer 
self-winder caliber 420 with a 
good exploded drawing of the 
winding mechanism. The possi- 








They claim it has | 
with the | 








ASK YOUR NEWALL JOBBER . 


144 CROWNS 


} Fit for a Queen 
Hf = AN (or a King) 


: é 
ey 
Bb 


7m ONLY MOST POPULAR SIZES 


These crowns will fit 90% 
of the watches you repair. 
And what a fit! Each is ex- 
actly the right mm size, each 
has a perfect thread. The 
extra fine finish is buffed to 
high polish. Easy to find, 1 
to a bottle with detailed 
chart. 72 yellow, 36 white, 
You'll save time 
these finer 


36 rose. 
working with 
crowns and increase cus- 


tomer satisfaction. 


Crown System No. 25—$25.75. 











ACON WATCH CROWN CO. 
50 Eldridge S#., New York 2, N.Y 
Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 








WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 


Students may enroll at any time of the yeor 











JEWELITE 
WATCH STRAPS OF DISTINCTION 
» + « are packaged on ultra-modern display cards 
te enhance their resale . . . They are uncondi- 
tionally guaranteed for the life of the strap. Man- 
ufactured by . . . 
J. L. POPOWICH AND SON 
802 Sansom Street, Philadelphia 7, Pa. 

















LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset? St., Phila. 
Write Dept.""K" Iil'd Catalog 
Baldwin 9-1376 Est. 1904 
Arthur T. Johesen, Principal 
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’ 
WATERPROOF 
TESTING 
APPARATUS 


$39.50 


Manufactured by 
Mido Waich Factory 


JULES BOREL & CO., 


1015 Walnut St. Kansas City, Mo 




















TV time measurement, 








Known for the Quality 


of its Training 


Chicago School 
of Watchmaking 


Established 1908 
Member National Home Study Council 


Our Home Stupy Training Program will 
interest every jeweler who wants a more 
profitable repair department. Train yourself 
or employee. Home Study can be followed 
by short intensive resident training if 
sired. Find out about the excellent coopera- 
tion CSW offers you. Send for free infor- 
mation today. 


CHICAGO SCHOOL OF WATCHMAKING 
2330 N. Milwaukee Ave., Dept. JCK-5 
Chicago 47, Illinois 





| gist or jeweler. 
_ watches shown at the Basle fair 
| reveal good enamel work in new 
| watches and novel uses of dial 
arrangements to achieve novel 











WATCH REPAIR 


Dependable» Fast * Economical 


Over a Quarter-Century 
of lage 
* 
aA-hical | Met ia tae late Safeguarded 


Ltaciical | oaacks Lal Pee 
Zs 


Lime a Aold Me a Aohiclisl-b al lane 1 hi 1) 
*” 


Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street. New York 346. N.Y. 
Plaza 77-1740 





STOPWATCH 
HO. 


Largest selection 

of quality Stop- 
watches and 
Chronagraphs in 
American Quick 
service for jewelers. 


= WS ALL MAKES REPAIRED 
WRITE TODAY FOR CATALOG 


M. DUCOMMUN (CO. 


580 Fifth Ave.. NEW YORK 36 








every other foreign trade publi- 
cation). The charge for this 
service is about $15 in U. S. 
currency. This offer was made 


| by the U. K. Atomic Energy Au- 
thority. The operation takes a 
| month. Some very fine examples 
_of the modern silversmiths’ art 


are shown in good photos. 


| La Suisse Horlogere (LaChauz 


De Fonds) 


A series of articles on radio- 
time 


_ preparation and other highly 
' technical matters by Europe’s 
| leading technicians in radio-TV 
| broadcasting makes up the lat- 
est issue. 


Historical data by 
Chapuis on the Rolands and an 
article by Berner on the Basle 
watch fair of 1956 are the chief 
points of interests to the horolo- 
Photos of the 


| technical affects (the thermo- 


graph watch, sextant watch, 
“northline,” etc.). 


Revue Francaise de Bijoutiers 
Horlogers (Paris) 


Ads on the French horological 
manufacture show Ultra, Lip, 
Haute Savoie watches. Articles 
for the apprentice on horology 
and its application to physics 
and a number of articles on 
jewelry making. Photos on poor 
paper are indistinct. An article 
on automation by Thomas Wat- 
con, Jr., mentions America’s 
| growing reliance on this new 
phase of industrial production. 
| He traces its origin partially to 


| James Watt Evans of the U. S. 
' and mentions modern methods 
as well. 


He places great hopes 
in it. In an American news- 
paper article, engineer Ensign 
of Elgin says automation will 
not displace all hand operations. 
Berner, in address, agrees with 
Ensign. Also a novel in serial 
form, Nicole and the Mirror, 
still runs in this periodical. 


British Horological Journal, 
Vol. 98 No. 1175 


An account of the ceremonies 
accompanying the restarting of 
the ancient Salisbury Cathedral 
Clock, which dates back to 1386, 
takes up part of the editorial 
comment as well as a news re- 
port with good photos. Mr. T. R. 
Robinson, well known here for 
his articles and books on clocks, 
is shown starting the mecha- 
nism which is about as large as 
a good-sized office safe. An ac- 
count of the death of J. W. 
Player, famous maker of fine 
watches. The article states that 
he was associated with a very 
complicated watch “now in an 
American collection.” Actually, 
there are two of these watches, 
one owned by Mr. Jean Roehrich 
and the other sold by him to an 
East-Side antique dealer, Klau- 
erfeld. In an original research 
work on the pendulum, Colin 
Frye cites some experiments 
with various types of pendu- 
lums, bobs and designs of the 
mass. He gives the time it took 
each different type to lose its 
original arc of 3°. Of course, no 
modern mention of the pendu- 
lum can omit our own Dr. 
Rawlings’ comments. Dr. Raw- 
lings, a former president of the 
Horological Society of N. Y., is 
now a research engineer at 
Bulova. There is a good list of 
English horological schools. 
From Mr. Winkler, chairman of 
the specialty trades department 
at the George Westinghouse Vo- 
cational high schools in New 
York, it is gathered that the 
schools are of a very high or- 
der with good equipment and 
knowledge of the most mod- 
ern methods. Also a notice of 
good correspondence courses is 
posted. Technical articles are by 
Marwick, discuss the poising 
tools, and excellent drawings 
(probably by Aires) show how 
to make some of the tools and 
some novel tools made with a 
half-ring and clip-wire. 

Henry B. Fried 
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Elgin "Counter Salesman’ 
is Point-of-Sale Promoter 





Pictured above is the Elgin National 
Watch Co.’s new “personality styled 
counter salesman.” 

This unusual display is designed to 
help customers select the type of 
watch they want, according to the 
personality of the person for whom 
the watch is desired. 

The counter pad, made of simulated 
white leather (washable), has a vel- 
vet insert on which watches can be 
shown to prospective customers. The 
leaves on either side of the pad open 
up to show the customer what kind 
of watch matches the personality- 
type of the one receiving it. 


Baumgold Offers Design 
For Valentine Window Display 


Baumgold Bros., New York diamond 
cutting house, has designed a special 
window display for Valentine selling. 





Pictured above, the window shows 
six ladies’ hands luxuriously furred 
and adorned with heart shaped dia- 
monds. All the hands are reaching 
for the “bait” — a wedding ring held 
in the palm of a man’s hand. 

The display can be set up in any 
size window. 

Those wishing a glossy photograph 
of this window display, and complete 
instructions for setting it up, should 
address inquiries to Baumgold Bros., 
580 Fifth Avenue, New York 36, N.Y. 





FOR JANUARY, 1957 


Look Magazine Begins 
Valentine Jewelry Promotion 


To help retail jewelers make the 
most of the Valentine’s Day gift 
market, estimated by the Valentine’s 
Day Council at $136,000,000, Look 
magazine is preparing to launch its 
annual Valentine’s Day jewelry pro- 
motion. 

At least 750 top jewelry outlets 
throughout the country are expected 
to tie in with this merchandising 
event, according to Richard Harmel, 
merchandising manager of Look. 


The promotion, which is scheduled 
to break on January 22, will carry 
the slogan “Presents make the heart 
grow fonder,” and will stress the 
theme of jewelry as an appropriate 
gift for Valentine’s Day. 

Look is offering tie-in retailers, 
without charge, complete merchan- 
dising kits keyed to provide hard- 
hitting sales opportunities. The kits 
will contain window and counter dis- 
plays; suggested copy for newspaper 
ads and radio commercials, and hints 
for increasing store traffic and sales 
during the pre-Valentine’s Day shop- 
ping period. 

Further information on the 1957 
Look jewelry promotion may be ob- 
tained by writing to: Mr. Richard 
Harmel, Look Magazine, 488 Madison 
Ave., New York 22, N. Y. 


Excellent Year Hailed 
By Craftsman Billfolds 


The national sales force of Crafts- 
man Billfolds met at the Hotel Mar- 
tinique, in New York City, for a five- 
day convention late in November. 

In a year-end report to the sales 
force, Ed Chandler, who is complet- 
ing his first year as the firm’s sales 
manager, disclosed that 1956 would 
be the biggest year in Craftsman’s 
history. Figures for the first nine 
months of the year, he stated, equal- 
led the entire volume of 1955, which 
had previously been the company’s 
record year. And the three most im- 
portant shipping months of 1956 were 
not yet accounted for. 

Accompanying the report was a 
statement by Sam Smallman, Crafts- 
man president, who said that the 
firm’s advertising and promotional 
activities were the reasons for the 
upsurge in volume. He also cited the 
profit-potential associated with bill- 
folds, which jewelers are becoming 
increasingly conscious of. 


Wyler Watch Features 
Diamond Timepiece Display 


The Wyler Watch Corp., 131 East 
23rd Street, New York 10, N. Y., is 
making available the display shown 





Contemporary in styling, it is de- 
tailed in rich velvet, providing the 
air of luxury so desirable for setting- 
off diamond watch fashions. 

All Wyler diamond watches have 
the shock-resistant Incaflex balance 
wheel as an exclusive feature. 


Hammel, Riglander Announces 
Commercial Replating Method 


Hammel, Riglander & Co., Inc., of 
New York City, has come up with a 
new method to replate silver pieces 
easily and inexpensively. 

The new method is known as the 
JNT Commercial Appl-I-Cotor. Ac- 
cording to the firm, no previous ex- 
perience in replating is necessary to 
operate the plater. 

The method calls for replating only 
worn spots on silver plated articles, 
eliminating the need to strip the old 
plating before replating. 
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The plater makes use of a brush 
which contains a silver anode, a cath- 
ode which is attached to the article 
to be replated, and a solution with 
which the worn spot is coated. 

The JNT Commercial Appl-I-Cotors 
are available from jewelers supply 
houses. A circular describing them 
may be obtained by writing to Ham- 
mel, Riglander & Co., Inc., Box 100, 
Madison Square Station, New York 
10, N. Y. 
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Gold Filled Seen and Heard 
On Radio and Television Shows 


Products fashioned of gold filled, 
and the gold filled industry in gen- 
eral, have been the subject of a num- 
ber of interviews conducted over radio 
and television during the past few 
months. 

On November 21, the story of gold 
filled was presented on the Steve Allen 
show, “Tonight.” Subsequently, simi- 
lar presentations were made on Jan 
Murray’s “Treasure Hunt,” the 
“Home Show” and Art Linkletter’s 
“House Party.” 

Radio interviews on “Luncheon at 
Sardi’s” and “The Galen Drake Show” 
drew considerable mail response from 
listeners who were interested in gold 
filled products. 


U.S. Time Corp. Participates 
In Steve Allen TV Show 


The United States Time Corp. has 
announced that it will continue its 
participation in the Steve Allen Show 
during 1957. The show is seen on 
Sunday evenings over NBC. 

News commentator John Cameron 
Swayze does the commercials for 
U. S. Time, emphasizing the new 
Timex self-winding watch ($14.95). 


Longines Introduces New 
Autograph Crown Assortment 


Longines, Wittnauer and LeCoultre 
waterproof crowns, identified by dis- 
tinctive autographic symbols, are 
being offered by the company for the 
first time in a special cabinet. 

The cabinet contains 16 crowns, 
covering 18 models, and the unit sells 
for $7.59, as opposed to the price of 
the crowns when individually pur- 
chased, which is $12. 


The autographic symbols identify 
the crowns, preventing substitution 
of other materials and showing cus- 
tomers that they are getting crowns 
made especially for their watches. 

The dealer can also obtain a larger 
kit, containing 30 autographed 
crowns, covering 42 of the most popu- 
lar Longines, Wittnauer and Le- 
Coultre models. The price of this 
larger kit is $9.95. 
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Bes? Football Teams 
Receive Gruen Watches 


Gruen has been chosen the official 
award watch for a number of college 
football classics this year, including 
the Orange Bowl and the North- 
South All-Star Game. 

Both the winning and losing teams 
in the Orange Bowl were awarded 
Gruen Precision Autowind watches, 
with specially engraved dials reading 
“Orange Bowl Classic 1957.” 

Also receiving Gruen timepieces 
were the winners of the Alligator 
Bowl and the Tangerine Bowl. 


New Speidel Inset Band 
Featured in Colorful Display 


Color is the theme of Speidel’s dis- 
play for the new “Inset” watchband. 
The new band features colored stone 
insets. The display is brilliantly col- 
ored, and holds two “Inset” watch- 
bands, which give the illusion that 
they are suspended in space. 

The display is suitable for counter 
or window use. Speidel offers it at 
no cost to retailers ordering the “In- 
set” IN/12 unit. 


be 
heavily advertised on Speidel’s tele- 
vision show, “The Big Surprise.” 


Freed Creates Kit of 
Valentine Promotion Material 


Edwin Freed, Inc., a display firm 
catering exclusively to the jewelry 
industry, has prepared a special Val- 
entine’s Day promotion kit for retail 
jewelers. 

The kit includes cut-out hearts, 
pennants, window streamers and win- 
dow strips with selling copy and illus- 
trations (in color). 

The kit was prepared after Freed 
conducted a survey, which revealed 
that more jewelers on the firm’s mail- 
ing list requested Valentine displays 
this year than last, and that the re- 
quests were made earlier than ever 
before. 

The kit is offered to jewelers for 
$3.50 plus postage, and is available 
from Edwin Freed, Inc., 14 West 23rd 
Street, New York City. 


Anson Fashions Jewelry 
In Religious Motif for Men 


Shown in the accompanying photo- 
graph is the new Anson “Clergy” set. 

The set was designed as an answer 
to numerous requests for men’s 
jewelry in a religious motif. 

The “Clergy” set features plain, 
gold plated crosses mounted on rho- 
dium plated backs, with the areas 
directly under the crosses satin fin- 
ished to highlight the ornaments. 


The set of cuff-links and tie clasp 
retails for $7.50 plus Federal tax. 


Rehberger Presents 1957 
Trophy and Award Catalog 


The complete REH-craft line of 
trophies, plaques, cups and new ad- 
vertising specialities is dramatically 
presented in the new, 1957 catalog 
(52 pages) just issued by the A. C. 
Rehberger Co., Chicago, IIl. 

Illustrating a complete line of 
matching individual and team awards 
for all possible types of athletic 
events, as well as all occasion awards, 
this new catalog gives specifications, 
colors and prices. A special section 
presents the company’s expanding 
line of good-will builders, incentive 
awards and custom-made miniature 
replicas of products, trademarks and 
buildings for business and industry. 

Dealers may obtain a free copy of 
the catalog from A. C. Rehberger Co., 
2134 North Magnolia Avenue, Chi- 
cago 14, Illinois. 


Compass Co. Issues Catalog 
Of 1957 Optical Supplies 


A new catalog of imported and 
domestic optical specialities has been 
released by the Compass Instrument 
and Optical Co., Ine., 104 East 25th 
Street, New York 10, N. Y. 

The comprehensive book lists lines 
of binoculars, opera and sport glas- 
ses, telescopes, microscopes, magni- 
fiers, stop watches, barometers and 
other items. 

All Compass products are uncon- 
ditionally guaranteed. 

Copies of the catalog are available 
from the Compass concern at the 
above address. 
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Ebert Presents 2-in-1 
Book Display of Watchbands 











Ebert & Co., 330 36th Street, 
Brooklyn, N. Y., is offering to retail- 
ers a 2-in-1 display package. 

The package consists of a book dis- 
play and a master display cabinet, 
both shown in the above photograph. 
The two units hold a total of 90 
watchbands. 

The book display features 18 bands, 
14 of which are in 14K gold filled, 
and 4 in sterling silver. 

The master display cabinet, made 
of solid wood and finished in a light 
gray, holds 72 watchbands, 4 of each 
of the 18 styles shown in the book 
display. 

The two units, with watchbands, 
are offered to retailers for $150. 

The book display, with 18 watch- 
bands, may be purchased separately 
for $30. 


Oneida Shows Settings 
At Bride Show in New York 


At the recent Bride’s Show in New 
York City’s Coliseum, Oneida Ltd. 
Silversmiths cooperated with china, 
glass and linen manufacturers to 
create six unusual table settings. 

The settings followed a_ theme, 
showing the newly-married couple’s 
first year in their new home. The first 
setting showed their first dinner at 
home, before the arrival of furniture, 
eating off a packing case. The other 
settings showed the bride’s first din- 
ner for her in-laws; the first Christ- 
mas dinner at home; the first tea for 
“the girls”; the first Sunday night 
“TV Supper,’ and the groom’s first 
stag entertainment for a groom-to-be. 

Each setting used different patterns 
of flatware, china and crystal, appro- 
priate to the occasion. 





in the 


photograph, made use of 
“Damask Rose” flat silver in Heir- 
loom Sterling, and the “Ascot” tea 
service. 
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David Pfeffer Co. Offers 
Birthday Cake Promotion 


The Vari-Gem division of the David 
Pfeffer Co., 105 Fulton St., New 
York City, is offering to the retailer 
promotional material with which to 
feature the Vari-Gem Birthday Cake 
promotion. 

This promotion is designed to make 
the most of sales of birthstone rings 
and to focus the public’s attention on 
these rings as gift items. 

The retailer ties up with a local 
bakery and gives each purchaser of 
a Vari-Gem stone ring a certificate, 
which is redeemable for a free birth- 
day cake. 

Materials offered by the Pfeffer Co. 
include a display card, a newspaper 
ad mat and leaflets for distribution. 


Bulova Offers Repairmen 
New Repair-Master Cabinet 





The Bulova Watch Co. is currently 
offering to watch repairmen a com- 
prehensive repair and advertising kit 
which, the company states, will give 
the repairman everything he needs 


“for an efficient, successful and 
profitable repair business. 

The offer includes the Bulova Re- 
pair-Master Cabinet, with 390 gen- 
uine Bulova repair parts; a 15-inch 
advertising clock; one hundred post- 
ecards; an Interchangeability Catalog 
of Bulova parts, and a new supple- 
ment covering all the most recent 
Bulova models. 

The price of this package is $99.50. 


Syroco Wall Accessories 
For 1957 Shown to Sales Force 


The Syracuse Ornamental Co., Inc., 
of Syracuse, N. Y., held its annual 
t-day sales conference recently. 

During the meeting, the entire new 
line of Syroco decorative wall acces- 
sories for 1957 was demonstrated. 

Richard Holstein, sales manager 
for the firm, announced the addition 
of one entirely new category of wall 
decorations, as well as new clocks, 
wall plaques, mirrors and sconces. 
The new lines will be shown to buyers 
very shortly. 

The firm’s enlarged advertising and 
publicity programs were also pre- 
sented to the assembled salesmen. 


1847 Rogers Bros. Offers 
Patterns Dating Back to 1911 





The 1847 Rogers Bros. division of 
the Internationa] Silver Co. is cur- 
rently featuring a promotion of 17 
patterns, which were originally intro- 
duced in the years between 1911 and 
1941. 

The availability of these patterns 
will enable many families to replen- 
ish and enlarge their silver services. 

To support this promotion, 1847 
Rogers Bros. is making available 
banners, counter cards, newspaper 
mats, mailing pieces and leafiets. 

Also available is the “Pattern Fa- 
vorite Display,” shown above. This 
display sells to retailers for $8.95, 
with no charge for the teaspoons. The 
circular pad in the background has a 
deep red covering, and the pattern 
name and year of origin are silk- 
screened on the pad. 

Delivery to the customer of these 
patterns is promised by September, 
1957. 


Kreisler Presents 4-Gate 
Leather Strap Previewer 


The Jacques Kreisler Manufactur- 
ing Corp., North Bergen, N. J., has 
made available to retail jewelers a 
new point-of-purchase display. 

Pictured here, it is the Kreisler 4- 
Gate Leather Strap Previewer, bound 
in simulated leather and velvet-lined. 
A gold-embossed cover adds the fin- 
ishing touch. 

This previewer displays 3 dozen 
Kreisler leather straps and is avail- 
able free with any one of 21 different 
assortments. 





Further information is available 
from: Jacques Kreisler Mfg. Corp., 
Dept. A, North Bergen, N. J. 
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Gorham Silver Presented 
To Winners of ‘17° Contest 


Gorham silver flatware sets were 
given as prizes to the three top win- 
ners in Seventeen magazine’s Christ- 
mas Dol] Contest. 

The three girls are Margaret Bar- 
rett, of Buffalo, N. Y.; Cynthia Har- 
vey, of Wichita Falls, Tex., and 
Nancy Schieber, of Bucyrus, O. 

They were among thousands of 
teen-agers who made dolls for needy 
children at home and abroad dur- 
ing the recent competition. 164 de- 
partment stores throughout the na- 
tion served as local contest sponsors. 


Westclox Offers New 
Repair Catalog on All Models 


The Westclox division of the Gen- 
eral Time Corp. has announced a 
completely reorganized material and 
repair catalog, available free to all 
clock and watch repairmen. 

The new loose-leaf catalog provides 
the watchmaker with complete infor- 
mation on all clock and watch models 
in the Westclox line, and features a 
detailed “exploded” view of every 
timepiece. The new-type illustrations 
include complete assembling proce- 
dures, geared to simplify the watch- 
maker’s work. 

The catalog can be obtained by 
writing directly to Service Depart- 
ment, Westclox, LaSalle, Illinois. 


Holmes & Edwards Holds 
Retirement Sale of 2 Patterns 


The Holmes & Edwards division of 
the International Silver Co. has an- 
nounced a half-price retirement sale 
during January and February on its 
“May Queen” and “Bright Future” 
patterns. 

During the sale, 8 place settings in 
either design will retail for just $54, 
instead of the regular $108. 


+e © + & & F 
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Both patterns will also be avail- 
able, during the sale, in single place 
settings, with each setting retailing 
at $6.75. Special serving pieces are 
also being offered at half off the 
regular price. 

Holmes & Edwards are making 
available to the retailer newspaper 
mats, glossy prints, radio and TV 
spots, a chest card and a sale ban- 
ner to advertise this sale. 
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Arch Crown Tags’ New Stylus 
Mark's Firm's 50th Anniversary 


The Arch Crown Tag Co., Newark, 
N. J., is currently celebrating its 50th 
year of service to the jewelry trade. 

The manufacturer of colored plas- 
tic ring tags for jewelry has recently 
developed a new marking-stylus, 
which is now available to the trade. 
Shown in the photograph, the new 
stylus has a shorter, more durable 
point than older models, and marks 
tags more clearly. 

Arch Crown has offices in Newark, 
N. J., and in Germany. 


New Chronograph Booklet 
is Clebar Sales Promoter 


The Clebar Watch Agency, 15 West 
44th Street, New York 36, N. Y., has 
issued a booklet on chronographs 
which it terms “easy to read ... easy 
to understand.” 

The 8-page booklet illustrates 6 
Clebar chronographs and calendar 
models, and gives in detail the opera- 
tion and functions of the various fea- 
tures of these timepieces. It also has 
adequate room on the reverse side for 
the dealer’s imprint. 

Clebar is offering the booklet free 
to jewelers. 


Columbia Diamond Rings 
Prepares Movie and TV Films 


A new motion picture program 
that consists of movie films and tele- 
vision filmed playlets, has just been 
completed by Columbia Diamond 
Rings. The films are now ready for 
distribution to Columbia dealers, 
through the Alexander Film Co., 
Colorado Springs, Colo., and affiliated 
concerns. 

The new program consists of 13 
movie playlets in full color, and six 
46-second television spot commercials. 
Local jewelers can personalize their 
local film programs by adding their 
store signatures and advertising mes- 
sage to the end of each playlet. 

The films were produced by the 
Alexander firm under the supervision 
of Seymour P. Sadev, Columbia’s na- 
tional sales manager, and Arthur M. 
Hollis, the ring concern’s advertising 
manager. 


GE Telechron Announces Winter 
Bargains on Some Models 


General Electric Telechron Clocks 
has announced that three color-styled 
models will be featured at less than 
$5.00 retail in a special mid-winter 
bargain event. 

The three models are: Decor, Dorm 
Luminous and Telechoice. 

In addition, price reductions on six 
clocks have been announced. The re- 
ductions range from ten cents to 
$3.19. The clocks affected are: 
Ceramic, Motif, Gossamer, Little Tel 
Luminous, Urban and Caller. All of 
these will now sell for $4.79. 

A seventh model, Almanac, has 
been reduced from $9.98 to $6.98. 

Increases in price have been an- 
nounced for the following models: 
Swirl, Harlequin, Snooz-Alarm, De- 
signer and Distinction. 


Feature Ring Introduces 
Men's “Acceptance Rings” 


The Feature Ring Co. is currently 
promoting its latest creation, “ac- 
ceptance rings” for men. 

According to Henry Peterson, pres- 
ident of Feature Ring, the acceptance 
ring is a diamond engagement ring 
for a man, matching the one he buys 
for his betrothed. 

The acceptance rings have already 
received nationwide publicity via a 
column by Hal Boyle, of the Asso- 
ciated Press. Boyle devoted a full 
column to the development of the 
acceptance ring theme and its sales 
potential. 

The ring is bought by “her” for 
“him.” It is recommended that men 
wear their rings on the third finger 
right hand, according to the firm. 


Reed & Barton Offers 
Valentine's Day Display 


Reed & Barton, of Taunton, Mass., 
is currently offering this special 
Valentine display, in preparation for 
Valentine’s Day sales promotions. 

“Hearts and flowers” are the at- 
tention-getters, and the selling mes- 
sage in verse is illustrated by six 
sterling silver serving pieces displayed 
on a large heart of blue silk. 

The smaller sign reminds customers 
that serving pieces start at $4.50. 
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News of Personnel 





(Above) 
Thomas M. Campbell 
Elgin 


(Above right) 
Robert A. Scull 
Van Dell 


(Right) 
George A. Schuetz, Jr. 


Lorter 


Thomas M. Campbell, well known 
as a jewelry salesman in the mid- 
west, has been named midwestern di- 
vision sales manager by Elgin Watch 
Company. 

Mr. Campbell will be responsible 
for Elgin sales in the nine-state area 
which includes Kansas, Iowa, Minne- 
sota, North Dakota, South Dakota, 
Nebraska, Missouri, Texas and Okla- 
homa. He has been with Elgin since 
1949. 


The Van Dell Corp., Providence, 
R. I., manufacturer of gold-filled and 
sterling jewelry, announces the ap- 
pointment of Robert A. Scull as sales 
representative in the New York, Phila- 
delphia, Baltimore and Washington 
area. 

Mr. Scull was formerly with Anson, 
Inc., as sales promotion manager. 


Larter and Sons, Newark, N. J., an- 
nounces that George A. Schuetz, Jr., 
will receive a sales territory subse- 
quent to six months of work in the 
organization’s management, produc- 
tion and administrative departments. 





Mr. Schuetz, a graduate of Brown 
University, has been a sales repre- 
sentative of the Univac Division of 
Remington Rand and is a graduate of 
their National Sales Training Insti- 
tute. 


Frank Czajkowski, Jr., has been 
appointed manager of the fine jewelry 
department of Estberg & Sons, Wau- 
kesha, Wis., jewelry and china firm. 


Rau Findings Company of Provi- 
dence, R. I., and its subsidiary, Na- 
tional Tool and Findings Company, 
have announced that Nick Scalera is 
now associated with the company as 
sales representative in the Provi- 
dence-Attleboro areas. Mr. Scalera 
has had considerable experience in 
the jewelry industry for more than 
10 years. 


Altheimer & Baer, Inc., Chicago, 
announces the appointment of Joe D. 
Smith as mid-central sales manager. 
Mr. Smith was formerly with A. Cohen 
& Sons, New York, and Bridal Ring 
Co., New York. 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Cash in Advance 


“SITUATION WANTED” —-Regular type $2.00 first 25 words; 
tional words, 10 cents per word. Heavy type $7.00; 
tional words 25 cents per word. 


—"LINES WANTED"—and "SIDE LINES”—Regular type $4.00 


“HELP WANTED" 


addi- 
addi- 


first 25 words; additional words 15 cents per word. Heavy 


type $7.00 first 25 words; 
word. 


additional words 25 cents per 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 

®@ If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

© Ne Agency Commission. 


© Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

. A box number when used in ad counts 
as five waa. that is, “Address #13, 


eare of J C- 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, de not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





Situations Wanted 








BOOKKEEPER, highly capable and ex- 
perienced; seeking responsible position. 
Address “‘S., 2622,” care of JC-K. 


WATCHMAKER, experienced and reliable 
mechanic, seeks steady job in fine re- 
tail store in midwest. Address “P., 2628,” 
care of JC-K 











WATCHMAKER, young; over 9 years re- 
tail stores; New York City or suburbs: 
good references; sales ability. Address 
“*S., 254,” care of JC-K. 





PERSONABLE missionary watch sales- 
man; well traveled; middle age; im- 
measurable experience successful retail- 
ing; reference. Address “S., 2625,” 
care of JC-K. 





WATCHMAKER, light jewelry repairing 
and engraving: do not drink: can sell 
watch repairing; age 63: southern Cali- 
fornia preferred. Box 102, Redlands, 
California. 





JEWELER and diamond setter: age 50: 
fine workman, seeks position with first 
class store; southern California pre- 
ferred; presently employed. Address 
“N., 2611,” care of JC -K. 





RELIABLE man, 15 5 years’ 
with one of oldest jewelry houses; 
ing for responsible job wholesale jewel- 
ry firm; New York City; best refer- 
ences. Address “H., 2597,’’ care of JC-K. 





experience 





DIAMOND man of nationally known New 
York ring house, wishes to connect with 
reputable ring or diamond house: thor- 
oughly experienced ; best references. Ad- 
dress “S., 257," care of JC -K. 

cl oh 

wholesale 

and styles for 
figuring, etc. 

JC-K. 

EXPERIENCED Siamend assorter, buyer 
and salesman seeks position with loose 
goods importer or ring manufacturer; 
references furnished. Address ‘“‘H., 259,” 
eare of JC-K. 


fe wanda. thor- 
dia mond 
set- 


Ad- 





ORDER 
oughly 


and repair 

experienced ; 
rings, selecting tops 
ting, bunching, cost 
dress “F., 260,” care of 





look- . 





thoroughly experienced 
diamonds and jewelry; conscientious, 
very competent, personable; excellent 
references; New York City only. Ad- 
dress “L., 2626,” care of JC-K. 


DIAMOND EXPERT with 18 years’ 
experience in buying, merchandis- 
ing and selling, desires connection 
with New York diamond house; 
finest references. Address “M., 
252,” care of JC-K. 


MANAGER of good silver type jewelry 
store for one of better chains, nine 
years, will consider change after Febru- 
ary 1; prefer aggressive, non-discount 
operation in south. Address “W., 2550,” 
care of JC-K 


SALESMAN, retail; thoroughly experi- 
enced all phases jewelry selling ; watch- 
maker; seeks connection with progres- 
sive organization; New York City or 
Westchester. Address “L., 2636," care 
of JC-K 


MANAGER, salesman, 20 years’ thorough 
experience, New York, out of town; 
every type operation, finest lines dia- 
monds, watches, sterling, china, gift- 
wares, organizer, promotions, advertis- 
ing. Address “L., 2630,” care of JC-K. 


BOOKKEEPER ; 

















SALESMINDED credit, collection man- 
ager available reputable retailers, whole- 
salers, importers or manufacturers ; 
enviable knowledge jewelry industry : 
middle age; A-1 reference. Address “S., 
2648,” care of JC-K 


YOUNG LADY, 
handling diamonds, 
precious jewelry; 
stock, inventory 
top references. 
_of JC- K. 


DI. AMOND expert: 7 years’ experience as- 
sorting single, full and fancies in all 
sizes: can mount rings, brooches, brace- 
lets, watches, etc.; desire buyer’s posi- 
tion; excellent background and refer- 
ences. Address “S., 2654,” care of JC-K. 


DIAMOND assorter and appraiser : ex- 
perienced in mounting rings, fill orders; 
number of years with large ring manu- 
facturer; references: New York City 
preferred. Address “P., 253,” care of 








thoroughly experienced 
melees, industrials, 
taking full charge 
control, big volume; 
Address “J., 262,” care 
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BOOKKEEPER; full charge; top notch 
performance; thoroughly experienced in 
all phases office procedure; genera) 
ledger, trial balance, taxes and payroll ; 
New York City only. Address “F., 256,’ 
care of JC-K. 





SALESMAN, desires change; eight years 
with present firm; covered principal 
cities on East Coast including New York 
City; better grade jewelry; excellent 
— Address “H., 261,” care of 





ACCOUNTANT, age 43; retail jewelry 
background ; business administration de- 
gree; qualified tax matters, retail sys- 
tems for departmental buying and 
turnover analysis. Address “A., 2610," 
care of JC- 





WATCHMAKER, capable, seasoned; ex- 
cellent references concerning ability, in- 
dustry and integrity; relocate immedi- 
ately store or shop offering permanent, 
promising connection. Address “A., 
2612,” care of JC-K. 








WATCHMAKER; 11 years’ experience, 
wants job in southern Arizona or south- 
ern California; salary and commis- 
sion; married; can go to work early 
this spring. Leaves’ “C., 2616,” care 
of JC-K. 


NEED ME? I’m thoroughly experi- 
enced in all phases of the retail 
credit jewelry business; presently 
employed by large chain as regional 
supervisor; I know I can help you; 
interested? Available for interview. 
Address “D., 2640,” care of JC-K 


EFFICIENT, personable, mature young 
lady experienced in merchandising, pro- 
duction, buying, selling and styling of 
wedding and engagement rings; able 
to manage office; seeks connection with 
progressive firm; Ad- 
dress “K., 2629,” care 








finest references. 
of JC-K. 





SALESMAN, thirty years’ selling experi- 
ence; large following among jewelers’ 
surplus, Army & chain stores Pacific 
coast, desires reputable line low priced 
jew eled and pin lever watches ; commis- 
sion basis; highest references. Address 
“E., 2593,” care of JC- K. 


SALESMAN ; 








over 25 years’ experience 
calling on retail jewelers through New 
York, New Jersey, Penna., Conn., Mass. 
and metropolitan New York, is open for 
a reputable line; have a_ thorough 
knowledge of diamonds, watches, rings, 
etc.; highest references. Address “R., 
2652,”’ care of JC-K 





MERCHANDISE control manager; cash, 
credit chain; 15 years’ experience, thor- 
ough understanding all phases; strong 
ability to work with top management 
in coordinating and distributing mer- 
chandise throughout stores and han- 
dling special order work. Address “G.., 
2647,’ care of JC-K. 


EASTERN retail credit jewelry manager, 
20 years’ experience retail and whole- 
sale, moving to California February, de- 
sires contact with progressive outfit; 
can furnish finest business and character 
references; college trained, superior 
salesman. Address “S., 2623,” care of 








MANAGER, top salesman, excellent ap- 
pearance, 36 years of age, fifteen years’ 
retail jewelry business experi-nce: 
thorough and intensified knowledge of 
diamonds, watches, jewelry and affiliated 
lines, desires position with progressive 
store or chain New York area. Address 
“S., 2619,” care of JC-K. 


CANADIAN wishes to move to Florida, 
Arizona or California; presently em- 
ployed as manager of well established 
retail jeweler for several years; quali- 
fied watchmaker, business management, 
credit selling and collections; family 
man thirty-one years of age; excellent 
references; also capital to invest. Ad- 
dress “D., 2614,” care of JC-K 

S ALE: SM AN, 89 : I’m looking for a jewel- 
ry or related manufacturer who has the 
same desire and ambition to go ahead 
as i have; after 15 years covering 
chains, retailers, wholesalers and de- 
partment stores, I fec] that now is the 
time for me to hit the jackpot; will you 
20 with me; eastern territory preferred. 
Address “K., 2620,” care of JC- 
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WATCHMAKER wants permanent posi- 
tion with highest type cash jewelry 
store ; long years of unusual experience ; 
capable, especially on Patek Phillippe, 
Le Coultre and all other finer grades; 
excellent references; customer contacts 
not desired; salary $125 weekly min- 
rea Address “D., 2624,” care of 
C-K. 





MANAGER, salesman; 36 years, family; 
10 years’ intensive experience with top 
credit jewelry chain; knowledge all 
phases credit jewelry store operation ; 
top salesman, credits, collections, win- 
dow trim, merchandising, personnel 
superv ision ; available February; pres- 
ently employed ; will relocate N.E. and 
middle Atlantic region. Address “K., 
2594,” care of JC-K. 





WATCHMAKER, jeweler; fine work- 
man of over 25 years’ experience 
on all watches including chrono- 
graphs; fast workman, early 40's, 
excellent health, no bad habits, not 
a drifter; position must be perma- 
nent; considered as a better than 
average man and requires better 
than average wage; plain diamond 
setter; family man; your repair de- 
partment will want for nothing as 
experience covers all pertaining to 
it. Address “C., 2641,” care of 
Jc-K, 


Lines Wanted 





SILVERWARE, sterling, silver plate, to 
represent manufacturer; 17 years’ ex- 
perience, finest connections; New York 
City, Philadelphia, Baltimore, Washing- 
ton, Boston. Address “H., 2631,” care 
of JC-K. 


EXPERIENCED salesman, _= eleven 
years, top references, desires to 
represent well established manu- 
facturer in Chicago and midwest to 
volume users. Address Circular 334, 


360 N. Michigan, Chicago 1, IIL. 


GEMOLOGIST, foreign trader, ex- 
perienced buyer, salesman attend- 
ing British, German, and Swiss 
trade fairs Spring 1957; available 
to execute assignments on a com- 
mission basis; highest references. 


Address “S, 2606” care of JC-K 


SALESMAN, excellent following top jewel- 
ry stores eastern territory, New York, 
New Jersey, Philadelphia, Baltimore, 
Washington, seeks side line fine pearl 
necklaces and chokers; car alarm 
— Address “C., care of 














EXPERIENCED mounting and gold cast- 
ing salesman selling manufacturers and 
wholesalers, New York, Newark, is in- 
terested in top line of mountings, cast- 
ings, charms, pearl jewelry, watch cases 
and attachments; strictly commission. 
Address “B., 2634,” care of JC-K 


SELLING fine line of boutique watches 
to department stores, jewelry stores, gift 
and specialty shops; have good follow- 
ing ; desire to add jewelry or fine acces- 
sory line as companion; states covered: 
California, Washington, Oregon and 
Idaho. Address “L., 2646,” care of JC-K. 








I have a sterling hollowware line well 
established with jewelers and better de- 
partment stores in the east and mid- 
west; I need an effective companion 
line; age 31, college graduate, good 
reputation. Address reply to A. K. 
Enright, 1049 Granite St., Phila. 24, 
Penna. 


EXPERIENCED salesman, selling silver 
plated hollowware leading jewelers, de- 
partment stores, chains, gift, catalogue 
and premium houses in metropolitan 
New York and State of New Jersey 
available for companion line manufac- 
turer or importer. Address “S., 255,” 
eare of JC-K. 





Side Lines 



































SALESMEN calling on material houses 
wanted by importer of watch materials 
and tools; write stating experience, ter- 
ritory, references, other lines. Address 

“A., 2615,” care of JC-K 





EXPERIENCED salesmen wanted for 
Apex Quadra-Flex watch expansion 
band line; many territories available; 
send complete resume to Apex Acces- 
sories Company, Inc., Greenwich, Con- 
necticut. 





SALESMAN with following to retailers, 
to represent manufacturer with small 
line of popular priced ladies’ zircon 
rings, ladies’ and gents’ stone rings; 
high commission; all territories open. 
Address “F., 2645,’ care of JC-K 





SALESMEN wanted; all territories open; 
to sell nationally advertised diamond 
ring specialty to jewelry stores, chains, 
department stores; six trays only; 
liberal commission. Address “S., 2588,” 
care of JC-K 





SALESMEN wanted to sell nationally ad- 
vertised line of jewelry displays; terri- 
tories available in midwest, southwest 
and southern states; top commissions. 
Morton Pelzner Displays, 2445 Taraval 
Street, San Francisco 16, California. 





SALESMEN wanted by manufacturer 
of a complete line of 14kt. gold 
dises, charms, calendars and ear- 
rings. Address “R., 2543,” care of 
jJC-K. 





MANUFACTURER of fine costume 
jewelry wants association with rep- 
utable wholesaler dealing in bet- 
ter priced exclusive lines. Address 


“M., 2200,” care of JC-K. 





SALESMEN with retail following religious 
goods dealers; manufacturer of neck 
chains, all qualities; good deal; sold 
wholesalers; going direct to retailers 
now. Address “E., 2608,’ care of JC-K. 





WANTED by manufacturer, a salesman 
with good following, for midwest or west 
coast to carry a top line of platinum 
and gold watch cases and attachments. 
Address “K., 2607,” care of JC-K. 





TRAVELING salesman wanted to 
carry as side line a ladies’ gold 
mounting line to jobbers and whole- 
salers; drawing against commis- 
sion. Address “W., 2644,” care of 
JC-K. 





AVAILABLE for mid and southwest sales- 
man, short diamond set ladies’ gold ring 
line, diamond set watch cases and at- 
tachments; good man can draw against 
commission. Address “W., 2462,” care 
of JC-K. 





SALESMEN with established territory 
for popular priced stone rings and 
diamond line; commission; state 
experience, territory and references. 
Schwartz Jewelry Co., Inc., 850 Elk 
St., Buffalo 10, New York. 





SALESMEN for exclusive watch line 
calling on fine jewelers; protected 
territories open; liberal commis- 
sion; only those with excellent ref- 
erences need apply; complete in- 
formation first letter. Address “F., 


2442,” care of JC-K 





SALESMEN wanted to carry side line: 
hundred dollars and more a week com- 
mission showing one sample tray of a 
fast moving item to sell to retail jewel- 
ry stores; if interested, send references 
and territory desired. Address “M., 
2653,” care of JC-K 












































FOR Rocky Mountain States and Pacific 
Coast; a side line for salesmen calling 
on the fine jewelry stores, department 
stores and fashion shops with high grade 
jewelry departments; tailored sterling 
imported jewelry line retailing from 
$2.00 to $150.00; attractive straight 
commission basis. Address “I., 2601,’ 
care of JC-K. 


SALESMAN with following to call on 
jewelers and credit stores in the mid 
Atlantic, south Atlantic and south with 
a beautifully made line of bridal sets, 
body rings and gents’ mountings, un- 
mounted; 109 commission; non-con- 
flicting lines satisfactory; all replies 
confidential. Address “S., 2642,” care 
of JC-K. 


SALESMAN, now carrying loose goods, 
with following to call on jewelers and 
credit stores in the central and midwest 
states with a beautifully made line of 
unmounted bridal sets, body rings and 
gents’ mountings; 109% commission ; 
non-conflicting lines satisfactory; all re- 
plies confidential. Address “S., 2643,” 
care of JC-K 


SALESMAN with following in smaller 
towns Midwest, Southwest; carry sam- 
ple line completely mounted diamond 
bridal sets: retail price layouts and 
displays ; men’s sample mountings, semi- 
mounted bridal sets; non-conflicting 
line satisfactory. S. Reiman & Sons, 
Inc., 64 West 48th Street, New York 36, 
New York. 


REPRESENTATIVE ; to call on jewelers 
with our line of ladies’ and men’s 14Kt. 
gold overlay jewelry in towns not now 
covered by our own sales force; desire 
a man with an established territory 
carrying a non-conflicting line ; commis- 
sion basis; give complete information 
as to experience, territory and lines 
now carried; references required. Krem- 
entz & Co., 49 Chestnut Street, Newark, 
1, Md. 














Help Wanted 





WANTED, two A-1l watchmakers; per- 
centage basis Dramas Address “T., 1460,” 
care of JC- 





WANTED: A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
of JC-K. 

STEADY employment: A-1 all around 


jeweler and diamond setter; midwest. 
Address “P., 2591,” care of JC-K. 


JEWELER who can set stones; fine posi- 
tion: write in detail. Address “S., 2603,” 
care of JC-K 


WEST coast salesman, experienced; 
nationally known manufacturer of 
complete diamond line. Address “F., 
2584,” care of JC-K. 


short, fast selling Ger- 
man jewelry line; $2.00 to $10.00 retail 
range: several territories open. Coxco, 
P. O. Box 6207, Baltimore 6, Maryland. 














20% commission ; 





WANTED: watchmaker interested in pur- 
chasing store; midwest town, terms: 
owner wishes to retire. Address “M., 
2476,” care of JC-K. 





WANTED: combination jeweler, watch- 
maker in old established retail store: 
would prefer man able to set diamonds. 
Address “A., 2599,” care of JC-K 


WATCHMAKER and light jewelry repair 
man; steady position; University town; 
state salary expected and experience. 
Address “D., 2592,” care of JC-K 


JEWELER, experienced on the better 
work: a wonderful opportunity with a 
future for a good mechanic with busi- 
ness ability; give information in detail. 
Address “S., 2602,” care of JC-K. 


MANAGER for credit jewelry store in 
Virginia; must have sales ability and 
understand credit, window trimming, 
etc.; salary and bonus. Address “F., 
2501,” care of JC-K. 














(Continued on page 164) 
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(Continued from page 163) 


Help Wanted 


PERMANENT position open for top 
salesman with all round experience 
in large credit store; excellent op- 
portunity for right man. Arthur’s, 
460 “E” Street, San Bernardino, 
California. 














WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city, permanent job; 
State age, experience, salary expected, 
in first letter. Address “‘R., 2165,” care 
of JC-K. 





WELL known manufacturer of high grade 
rhinestone boxed chain line seeks repre- 
sentatives with following among jewel- 
ry, gift and department stores; all ter- 
ritories; 15% commission. Address “A., 
2596,” care of JC-K. 


COMPETENT person to take charge of 
repair department; watch importers: 
good salary; also capable experienced 
person for order department. Gotham 
Watch Company, Inc., 20 West 47th St., 
New York 36, N. Y. 











WATCHMAKER for permanent posi- 
tion with old reliable firm, city of 
30,000; please state age, experience, 
salary expected and give references 
in first letter. Address “J., 2633,” 
eare of JC-K. 





SALESMEN; sterling hollowware; good 
opportunity; several choice territories 
open; give complete details of territory 
covered ; all applications will be held in 
strict confidence. Arrowsmith, 132 West 
22nd Street, New York 11, N. Y. 





SECRETARY, receptionist, monitor 
board for Fifth Avenue, New York; 
manufacturer of precious jewelry, 
able to assist in showroom, good 
personality, experience in diamonds 
preferred; good salary. Call CO 5- 
7766. 





SALESMEN; country’s most active 
progressive clock importers, repre- 
senting Germany's finest factories, 
have openings for additional men 
in all territories; supplementary 
line not objectionable. Address “O.., 


2522,” care of JC-K. 


SALESMEN; one for southwest and 
one for southeast; best known and 
most comprehensive line of scarab 
jewelry, disc jewelry, identification 
bracelets and money clips; drawing 
account. Admark, 714 Sansom St., 
Phila. 6, Penna. 





SALESMEN; Pennsylvania and New 
Jersey; best known and most com- 
prehensive line of scarab jewelry, 
disc jewelry, identification brace- 
lets and money clips; drawing ac- 
eount. Admark, 714 Sansom St., 
Phila. 6, Penna. 

SALESMAN wanted to carry stamped 
mounting line; full line of popular 
priced ladies’ bridal sets and lock 
sets; must have a following among 
jobbers and wholesalers in southern 
or West Coast territory. Levine- 
Simson Co., Inc., 129 Fulton St., 
New York 38, N. Y. 


SALESMAN living in Indiana or Ohio to 
travel in Indiana, Ohio and Kentucky; 
nationally known lines; bands, straps, 
material and better jewelry: good draw 
and commission. Write Mr. Paul, 801 
Metropolitan Bldg., 33 John R., Detroit 
26, Michigan. 
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QUALIFIED watchmaker for one of 
Florida’s finer stores; we are interested 
in a gentleman who is a fine craftsman 
and does quality work; excellent work- 
ing conditions, permanent position, good 
salary ; must be congenial. Address “M., 
2639,” care of JC-K. 





SALESMAN, to call on retail jewelers in 
Nevada, Idaho, Wyoming, Utah, with 
additional non-conflicting line; our fine 
line of gold and gold filled jewelry wel! 
known for over 50 years; all replies 
confidential. A & Chain Company, 
116 Chestnut Street, Providence, R. I. 





WANTED; front man, watch repair esti- 
mator; personable, capable of estimat- 
ing all types of watches and jewelry 
repair; southern city, good hours, paid 
vacations; write full particulars includ- 
ing salary, references, recent snapshot, 
married, etc. Address “K., 2632,” care 
of JC-K. 





SALESMEN age 25 to 35 who are man- 
ager potentials but have never had an 
opportunity to manage a store; will 
give management training for six 
months in retail credit jewelry stores 
in south; give full particulars of em- 
ployment history. Replies confidential. 
Address “B., 2609,” care of JC-K. 





MIDWEST salesman wanted by well 
known .manufacturer of diamond 
ring mountings and engraved wed- 
ding rings selling to wholesalers 
and chains; this is a long estab- 
lished line offering excellent op- 
portunity to the right man. Address 
“A., 2637,” care of JC-K. 





Atlantic and 
following, to 
known ring 
of diamonds 


SALESMAN for south 
Gulf States who has 
represent nationally 
house; delivery line 
and colored stones; merchandise 
aids; established territory; draw- 
ing account; reply in confidence. 
Address “S., 2638,’ care of JC-K. 





COSTUME jewelry; manufacturer quality 
costume jewelry and popular priced, has 
opening for experienced men in east 
North Central States, east South Central 
States, west North Central States, and 
west South Central States; highest com- 
mission. Address “F., 2590,” care of 





SALESMAN for Texas and neighboring 
southern states calling on better jewel- 
ry stores to represent established Cali- 
fornia manufacturer of a diversified line 
of fine 14Kt jewelry; only experienced 
and well recommended man will be con- 





sidered. Address “D., 2650,” care of 
JC-K. 
SALESMAN for midwestern and eastern 


territory calling on better jewelry stores 
to represent established California man- 
ufacturer of a diversified line of fine 
14Kt. jewelry; only experienced and 
well recommended man will be con- 
sidered. Address “D., 2635,’ care of 
JC-K. 


SALESMAN; Kentucky, West Virginia, 
Tennessee, southern Ohio area open for 
qualified man to represent one of the 
midwest’s leading watchmakers’ and 
jewelers’ supply houses; distributors for 
all major lines; resident preferred; re- 
plies confidential. Address “C., 2600,” 
care of JC-K. 








RING salesman with following for south- 
east, southwest or west coast; most 
complete ring line in the country will 
be available January 10th; liberal com- 
mission; give full information, experi- 
ence, references, etc., in first letter. 
Howard Ring Company, 29 East Madi- 
son Street, Chicago, Illinois. 


SALESMEN wanted for southeast and 
southwest territories ; fine English silver, 
plate and pewter line; from stock New 
York or direct import; large potential; 
excellent value and medium prices; 
some strong promotional items; write 
or call fine China Associates, Inc., 362 
Fifth Avenue, New York City. 




















SALESMEN wanted for Pacific west coast 
and southern territory; large, reliable 
manufacturer of a popular priced line 
of silver plated hollowware are open for 
good representation; line well estab- 


lished; drawing account or straight 
commission. Address “L., 2489,” care 
of JC-K. 





ASST. Store Managers, 2, wanted by 
an aggressive credit jewelry store; 
top opportunity to become store 
managers; write at once in confi- 
dence, your past experience and 
salary desired; a personal inter- 
view can be arranged; Ed Freed, 
Alpert’s, 111 East Water Street, 
Elmira, N. Y. 


MANAGER; must be self-starter, ag- 
gressive and thoroughly experienced 
in credit store management; no 
fancy promises; you make your 
own future with us. Write at once, 
in confidence, your past experience, 
salary desired and any other per- 
tinent information; Ed Freed, 111 
East Water Street, Elmira, N. Y. 








SALESMAN for nationally known New 
York ring concern with following; 
southwest including Kentucky and 
Tennessee; house has large follow- 
ing; line consists of diamond and 
colored stones for delivery and is 
comprehensive, with merchandise 
aids; drawing against commission; 
reply confidentially. Address “S., 
2651.” care of JC-K. 








SALESMAN wanted to carry a fine 
line of 14kt gold jewelry in the 
midwest; must have fine jewelry 
store following; line consists of 
high styled lockets & bracelets sell- 
ing to stores from $35 to $175; 
must be a resident of the greater 
Chicago area; if qualified, please 
write to Rachmuth Bros., 31 West 
47th Street, New York 36, N. Y. and 


give full details and references. 





SALESMAN; midwest, aggressive, ex- 
perienced man with following to 
represent manufacturer of out- 
standing nationally advertised line 
of ladies’ and men’s 14K jewelry 
and distinctive gold watches; hun- 
dreds of established accounts; real 
opportunity for right man; resident 
preferred; drawing against commis- 
sion. Chesterfield Jewelers, Inc., 33 
West 46th Street, New York, N. Y. 


— 





WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in lading 
department stores throughout country; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay ; 
state age, experience. People’s Watch 
Repair Company, 120 Summit &t., 
Toledo, Ohio. 





STORE manager; permanent position for 
experienced manager to operate a suc- 
cessful, large unit credit jewelry store 
near Chicago area; earnings $7500 an- 
nually upwards, based upon ability and 
background; man we want must know 
every phase of operating a retail store 
with thorough credit experience; in re- 
ply, state history and other details. Ad- 
dress “R., 2604,” care of JC-K. 








JEWELRY store buyer; experienced in 
diamond, watch and jewelry and such 
other merchandis: carried in_ retail 
credit jewelry stores; permanent posi- 
tion, annual contract, salary $10,000 and 
upwards; position available now or In 
near future: replies confidential ; state 
previous history and experience ; loca- 
tion large city in middle west. Address 
“R., 2605,” care of JC-K. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











AGGRESSIVE salesmen wanted to 
handle nationally advertised, com- 
plete religious jewelry line, com- 
petitively priced; experienced man 
with retail following, giving com- 
plete coverage in any of the follow- 
ing territories: New York State, 
Pennsylvania, midwest or Texas; 
many active accounts; 1242% com- 
mission; side line permitted. Ad- 
dress “L., 2649,” care of JC-K. 





Religious goods salesmen; nationally 
known manufacturer of religious 
goods intensifying sales coverage; 
we want only aggressive, experi- 
enced men with retail following 
giving intensive coverage in the fol- 
lowing territories; south Atlantic 
States, Southwest, Rocky Mountain 
States, Pacific coast; 15% commis- 
sion; state qualifications and terri- 
tory covered. Address “W., 2499,” 
eare of JC-K. 


SALESMEN; nationally known diamond 
ring house adding to our sales organiza- 
tion; have open territories South, cen- 
tral Middle West, Southwest and New 
England; men with established retail 
store following need apply; $10,000 
drawing account against commission: 
give detailed antecedents in first letter: 
our men know of this ad; all informa- 
tion kept in strict confidence. Address 
“R., 2496,” care of JC-K 








DIAMOND salesmen; if you are will- 
ing to work and are a real salesman, 
we need three men; The Sebel line 
is the greatest in America, and our 
dealer helps, combined with our 
strong financial background lend 
exceptional opportunity to the right 
men looking for security and per- 
manence; write or call for inter- 
view. W. F. Sebel, W. F. Sebel Com- 
pany, 315 W. 5th St., Los Angeles, 
California. 


SALESMEN wanted by large nationally 
known wholesaler to service strongly 
established territories in Illinois, In- 
diana and Iowa; earnings assured 
through established customers ; complete 
national brand lines: watches and dia- 
monds directly imported and agegres- 
sively backed by modern merchandising 
methods ; give full particulars, age, ex- 
perience, etc.; replies held confidential. 
Address “Box #334,” 360 N. Michigan 
Ave., Chicago 1, Illinois. 








WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan, ex- 
cellent future for person with pleasing 
personality and willing to assume re- 
sponsibility; positions opened in the 
east, south, midwest and southwest. Ad- 
dress “Circular 336, 0 Michigan 
Ave., Chicago 1, Illinois. 





IMMEDIATE opening for better than 
average credit jewelry salesman to as- 
sist owner of medium sized store that 
is growing; good salary plus commis- 
sion; good hours and congenial work- 
ing conditions in pleasant community 
1% hours from Manhattan; if you are 
ambitious and interested in a genuine 
opportunity for management and event- 
ual part ownership, write complete de- 
tails in confidence to Saniel’s Jewel Box, 
270 Main St., Poughkeepsie, New York. 





SALESMAN ; established sales representa- 
tive for entire East Coast territory to 
represent nationally known binocular 
and barometer importer; must be able 
to furnish top references and to prove 
a following in territory; sales aimed at 
wholesale catalogue houses, jewelry and 
tobacco wholesalers, large credit chains 
and department stores; guarantee and 
drawing account available to proper ap- 
plicant; write thorough details to Jake 
Levin & Son, 12th & Walnut St. Build- 
ing, Kansas City, Mo 





SALESMAN for Ohio, Indiana terri- 
tory, wanted by well known manzu- 
facturer of guaranteed quality 
costume jewelry; this is our best 
territory and offers an _ excellent 
opportunity to a man who is ex- 
perienced in calling on retail jewel- 
ers; we offer unusual service and 
cooperation to retailers; top com- 
mission, protected territory; no 
objection to companion line; also 
openings for Washington and Ore- 
gon, Minnesota and Wisconsin and 
others; write stating territory and 
experience. B. David Company, 
2508 Vine Street, Cincinnati 19, 
Ohio. 





JEWELRY salesmen, retail following, 
compact money making line, sell 
patented Vari-Gem gold stone rings; 
only line where retailer himself can in- 
terchange and securely reset a variety 
of birthstones and onyx stones in a 
Vari-Gem ring in 60 seconds; dynamic 
sales producing promotion programs; 
excellent commission; territories open: 
Michigan, Ohio, New York City, New 
Jersey, Pennsylvania, Maryland, Wash- 
ington, D. C., Virginia, West Virginia, 
Texas, Louisiana and New England 
area; protected territories; supply ref- 
erences and experience; confidential. 
David Pfeffer Co., Inc., 106 Fulton St., 
New York, N. Y. 





WHOLESALE salesmen wanted after 
January list; we expect to have open- 
ings for several top flight, experienced 
wholesale jewelry salesmen ; commission 
basis; drawing account; the finest and 
most complete line in the trade, jewelry, 
watches, diamonds and mountings, 
clocks, silverware, novelties, tools and 
supplies; liberal commissions: our big 
catalog, “The 1957 Becken Book” brings 
in mail order business between calls; 
travel about 40 weeks a year; in your 
reply, tell us about yourself, your ex- 
perience and background and enclose a 
late snapshot; also tell us the territory 
that you traveled, the approximate vol- 
ume and the make and model of your 
car; all replies held strictly con‘fiden- 
tia). Address the President, A. C. 
Becken Co., P. O. Box I, Chicago 90, 
Illinois. 








DIAMOND salesman; we have an excep- 
tional opportunity for an experienced 
salesman to sell nationally knowr. dia- 
mond rings to better stores; our firm 
has been recognized for 78 years as one 
of the most respected in diamond rirgs:; 
constant advertising coverage in selling 
areas and generous commissions make 
this a lucrative proposition for a man 
who has established contacts and fol- 
lowing among retail jewelers; we are 
particularly interested in men who will 
live in Baltimore, Cincinnati, Atlanta, 
St. Louis, Oklahoma City, Dallas, Min- 
neapolis, or their environs, who have 
trade in their environs: write or tele- 
phone Barnett Davis, Inc., Clark Build- 
ing, Pittsburgh, Pennsylvania, giving 
full details of ability, past association, 
territories; all replies confidential. Ad- 
dress “G., 2518,” care of JC-K. 








For Sale 


Steres, Stecks and Businesses 





ONE man trade shop, well equipped; 
Piedmont section of North Carolina. 
Address “C., 2627,” care of JC-K. 





FOR sale; cash & credit jewelry store; 
excellent reputation and location: top 
lines. M. E. Lockwood, Inc., Great Bar- 
rington, Mass. 





FOR SALD jewelry store and a gift shop, 
Iowa town 2000; want to retire: good 
opportunity for watchmaker. R. L. B., 
928 West Sth Street, Waterloo, Iowa. 





MODERN cash jewelry store, ample re- 
pairs, clean stock; established 32 years 
in Watertown, N. Address “M., 
2613,” care of JC-K 


CAPE Cod; jewelry and watch repair 
business, good stock; modern fixtures. 
one man operation, inventory approxi- 
mately $9,000. Write Mrs. Eastman, Box 
494, Dennisport, Mass. 





THE deal of a lifetime; partners disagree 
so this store in southern Colorado indus- 
trial town doing $90,000 and better a 
year will go cheap; rent only $50 month. 
Address “D., 2617, rs care of JC-K. 


FOR SALE: established jewelry store in 
midwest city of 22,000; excellent oppor- 
tunity for watchmaker and wife; terms, 
reason for selling we wish to retire. Ad- 
dress “M., 2422,” care of JC-K. 








ONLY jewelry store, east Missouri town, 
population 3800; modern fixtures, low 
overhead ; clean stock; excellent repair 
business; established reputation; $4000 
will handle; truly good investment. 
“W., 2655,” care of JC-K. 





ENGRAVING business; high grade; es- 
tablished eight years in good downtown 
office building; dependable wholesale 
and retail volume accounts; modern 
equipment; Illinois. Address “HT 2618,’ 
care of JC- 





FINE jewelry store, central Indiana, 
population sixty thousand; finest clien- 
tele, best lines in city; inventory ap- 
proximately fifty thousand, can reduce 
to suit; illmess reason for selling and 
this is wonderful aa Address 
“U., 2656,” care of J 





SMALL, modern jewelry store located in 
the center of fast growing community 
in the heart of Santa Clara Valley, 
Calif.; inventory including complete 
watchmaker’s equipment; owner going 
into jewelry manufacturing business. 
Address “R., 2595,” care of JC-K. 





SOUTHERN California, smog-free, 60 
miles from Los Angeles, attractive, 
modern, completely equipped jewelry 
store; S. & H. Green stamp franchise, 
clean inventory; sacrifice under $9,000; 
possible terms. Hub Jewelers, Colton, 
Calif. 





JEWELRY store and gift shop; small 
northern Bradford county town; excel- 
lent repairs, good gross, modern fix- 
tures, low overhead; would consider 
renting if necessary; terms; $5,000 
mags F. Miller, Phone 3322, Wyalus- 
ing, Pa 





JEWELRY store, very attractive; County 
seat: clean merchandise, blond Formica 
show and wall cases; good lease, rent 
$55 per month, heat furnished, air con- 
ditioned ; $8700 includes everything ex- 
cept small hand tools. Mock Jewelry, 
115 S. Main, Ft. Scott, Kansas. 





FINE going jewelry store, established 21 
years, good location in best town in west 
Georgia; modern fixtures, handle top 
lines, sales good, doing $40, 000 annual- 
ly ; repairs alone cover overhead and 
salary ; sacrifice due to illness; stock 
reduction sale now in progress. Address 
“K., 2589,” care of JC-K. 








ESTABLISHED jewelry store; best loca- 
tion, fine lines, modern fixtures, very 
clean stock; good equipment includes 
two safes, large sign, Watchmaster, 
etc.; excellent lease; very good oppor- 
tunity for credit operation; ill health 
forces sale. Forsyt Jewelers, 214 N 
Hill St., Oceanside, California. 





LOCATION in heart of Montgomery, 
Alabama; this has been a jewelry 
store for a total of 30 years; re- 
cently closed; will sell all floor and 
show case fixtures, a National Cash 
Register installment posting ma- 
chine, five ton air conditioning 
carrier system, everything in the 
store for $3,000; over the lease of 
$450.00 a month for about seven 
years; imagine; you’re in business 
and do not have to buy a store’s 
questionabie accounts receivable and 
inventory for only $3,000; write 
or telephone M. R. Rubey, 251 
Dauphin St. in Mobile, Alabama. 


(Continued on page 166) 
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MODERN store in city of 83,000 with 
611,000 metropolitan drawing area; 
nationally advertised watches, watch 
attachments, clocks and finest equipped 
repair shop in southern California; 
large safe, 2 wallcases, 4 showcases, 
glass front, air conditioning ; downtown 
corner location, 24 years with same 
landlord ; customer parking; good lease, 
reasonable rent; merchandise $8,000, 
equipment and materials $6,000; gross 
$12,500 sales and $8,500 repairs an- 
nually; do cash business but credit 
sales potential large: selling price $17,- 
500 ; doctor advises occupational change ; 
write C. R. Suttle, 358 “D” Street, San 
Bernardino, California. 








Business Opportunities 





| 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annownce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





PARTNER-salesman with capital pre- 
ferred; established manufacturer of 
14K gold jewelry. Address “R., 2598,” 
care of JC-K. 





ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br 4-7303, Chi- 
cago 26, Ill. 





JEWELRY —- China — Objets Dart; 
Auction service. See page 112. 


Thomas J. Faussett, Howell, Mich. 


CONSULT M. Y. Finkelman, 29 E. Madi- 
son, Chicago; since 1923 highest cash 
prices paid for diamonds and all other 
jewelry stocks; call collect Dearborn 
2-3407 ; reference, your bank. 





COLMES BROS.; buyers and liquida- 
tors of jewelry stores; Max Colmes, 
18 Tremont St., 333, Boston 8, 

Massachusetts. 








SA MUEL Gansberg will buy your surplus 
or entire stock and fixtures; highest 
prices paid; bank and trade references. 
Write 15 Maiden Lane, New York, Tele- 
phone Rector 2-6565. 








IF YOU have a business problem or 
need cash, let us solve it through a 
flat or auction sale; Colmes & Brill, 
45 West 45th Street, New York City, 
auctioneers and appraisers; see our 
ad page 144, 





SALESMAN, ambitious; you can acquire 
long established diamond and gold job- 
bing business, by buying thirty thousand 
dollar inventory; easy terms: office fix- 
tures and good will thrown in: owner 
will help for reasonable time. Address 
“L., 251,” care of JC-K. 








SAMUEL ISOW pays highest cash 
price for complete jewelry stores 
or surplus stock; get my offer be- 
fore selling, it is to your advantage; 
bank and trade references. Write 
54 Lispenard St., New York. Tele- 
phone Canal 6-5233. 

















AUCTION sales conducted in dignified 
manner, 30 years auction experi- 
ence; we also conduct the new 
method action sales; no license or 
permits necessary in conducting 
action sales let us explain this new 
method action sale to you; your 
reputation and merchandise always 
protected; information furnished 
on request. Phone, wire, write, S. 
Amster & Associates, 1265 Broad- 
way, New York 1, N. Y. Phone Mur- 
ray Hill 4-1912. 





DOC you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL 7-4693; 
See page 115 for additional details. 





DEAR MR. JEWELER: I offer a dif- 
ferent kind of liquidation service; 
I tailor your sale to fit your needs; 
it may call for a flat sale; auction; 
trade sale; or a combination. My 
35 years of experience in all phases 
of jewelry liquidation is at your ser- 
vice; free mail and phone consulta- 
tion; I only assume 10 sales a year 
as every sale is conducted by me 
personally; Louis J. Glaser, Liqui- 
dator, 538 Sibley Tower Bldg., 
Rochester 4, N. Y. Phones: Hamil- 
ton 1-8110, 1-8720. 





ANNOUNCING “Murray Klampert 
Sales Co.”’; a sales and promotion 
service for the jewelers of America; 
we will turn dead stock into needed 
cash; 20 years of sales and pro- 
motion experience is yours to use 
for planned sales which wiil turn 
inventory into cash with at least 
10% profit after all expenses; 
Murray Klampert guarantees! 

1. Store owner controls sale at all 
times. 

2. The dignity of the jeweler will 
be upheld. 

3. We bring in no merchandise. 
Our aim is to reduce your surplus 
stock at a profit. 

4. Gimmick or confidence loosing 
methods will not be used. Our sales 
will have a fresh approach designed 
for individual stores, 

5. We will visit with you and dis- 
cuss your problem at our expense 
with no obligation to you. Write, 
telephone, wire: Murray Klampert 
Sales & Promotion Co., 38 West 
48th St., N. Y. Tel.: PL 7-7570; 
bank and trade references. 








Wanted to Purchase 





CASH for your surplus merchandise: we 
buy everything that is handled in a 
jewelry store; watches, diamonds, rings, 
jewelry, silverware and fountain pens; 
check sent same day; all shipments 
held intact for your approval; refer- 
ences, Dun & Bradstreet, First City 
National Bank, Houston, Texas. Dia- 
mond Jewelry Company, 1003 Fannin 
St., Houston, Texas. 














$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References; 
Dun & Bradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas. 





SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 
dolph 6-7390, 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at onee 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 








Watch Work, etc., for 
the Trade 








TOP quality watch repairs for reputable 
jewelers; moderate charges; monthly 
accounts. Manna Bros., 101 W. 44th 
St., New York 36, New York. 





BOSTON, Mass.; expert and guaranteed 
wateh repairing; Watchmaster tested ; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





FINEST watch repairing for the trade for 
the past 25 years; all work guaranteed 
one year; fast service; send for newest 
price list. Watch Service, P. O. Box 93, 
York, Pa. 

FINE watch repairing for the trade; all 
work guaranteed for 1 year; 3 to 5 
days service; Watchmaster tested; rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 S. Marion St., Oak Park, 


Ill. 


SUPERIOR workmanship at competi- 
tive prices; prompt pick up and de- 
livery within the Washington metro- 
politan area. Ludwig’s Watch and 
Clock Service, 2301 16th, S. E., 
Washington 20, D. C. Phone LUd- 
low 1-8121. 


QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquiry solicited. Oscar 


Aron, 62 West 47th St., New York, 











een mere 
Special Order Work and 
Repairs for the Trade 





ENCRUSTING, engraving, drilling; pre- 
cious, semi-precious stones furnished 
and cut; fraternal emblems encrusted ; 
stone and gold seal engraving; special 
orders. Harry Braunfeld, 108 Fulton 
Street, New York City. 
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Gind Gr Zeeclueim 


PLANNED 
PROGRESS 


We have never liked the tone of the implications 
in the expression “planned obsolescence.” 

It suggests that manufacturers consider the 
public a group of silly fools who would replace any 
of their present possessions any time a new model 
is brought out—regardless of the virtue of the new 
product. Manufacturers are by no means guilty of 
such cynicism. Their greatest crime has been the 
development of new and superior products de- 
signed to make the public dissatisfied with “last 
year’s” model. 

The continuing process of replacing that which 
was good yesterday with something that is better 
today is typically American. It is the basis of our 
dynamic economy. 

Unfortunately, the jewelry trade has tradition- 
ally emphasized the lasting quality of its products. 

For example, the jeweler in selling a watch too 
often says, “This is a fine watch, it will last you 
a lifetime.” Having said this, he has induced the 
owner of that watch to forget forever, even the 
consideration of replacing it. 

Yet, not because of planned obsolescence but 
because of creative development, the watch market 
today is full of new, exciting models that have 
mechanical style features which appeal to any 
alert, modern-minded man. 

It is time that we stopped selling our merchan- 
dise like caskets, as a final sale. 

It is time we merchandised our items as the 
excitingly new, additionally useful, beautifully- 
styled pieces they are. 

To do this is not to engage in an insidious 
campaign of planned obsolescence but in a sound, 
planned program of progressive merchandising. 
It is in line with advances in technical and fash- 
ion design. It is in line with the insatiable hunger 
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of the American public for that which is new, 
modern, better. 

Remember, it is not your responsibility, as a 
merchant, to see that your customers remain for- 
ever happy with each piece of merchandise you 
sell. It is your responsibility to see that they are 
kept informed on the new products. 

Let them decide if they are satisfied with the 
limited performance and out-of-date styling of 
their “last year’s” model. Let them decide if they 
would prefer the mechancial advantages and the 
emotional benefits they can get form “the latest.” 

Therein lies progress—and profits. 


i937 


Last year’s high volume in the jewelry trade 
should carry into 1957, and continue to build up 
throughout the year. 

The public has become increasingly gift con- 
scious. Higher incomes are causing people to buy 
not only more but more elaborate gifts—gifts of 
the type found in jewelry stores. 

The trend should be especially marked in the 
sales of diamonds and rings and in the volume of 
china, glass and flatware sold. The increased mar- 
riage rate is stepping up the market for wedding 
gifts, and the increased birth rate the market for 
baby gifts. 

Our strong national economy makes the outlook 
for jewelers in 1957 very bright, for—‘as the 
general economy goes, so goes the jewelry trade.” 
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Announcement 


about IS47 Rogers Bros. 


















A new and entirely original idea in silverplate art will be 
presented to you within the next few weeks. 


It is the first silverplate design with a delicate “hand cut” 
look, finished with jewel-like precision. 


Based on repeated pre-market preference checks among 
women, this distinctive new pattern promises to surpass the 
sales performance of the phenomenally successful F'laz in 
1847 Rogers Bros. 

The troduction of this refreshing new pattern can be your 
most important single opportunity during the coming months. 

Your Approved Wholesale Distributor or 1847 Rogers 
Bros. Representative will be in to show it to you, and to show 
you the exciting program planned for its coming debut.. 


1847 ROGERS BROS. sets the 


loveliest tables 
America’s Finest Silverplate Product ot in 


America 
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pieces, place settings, serving pieces. 


THE FINEST SILVERPLA 


« S-piece Correct Service Set, consisting of 


cold-meat fork, gravy ladie and pierced pastry | Created in the Design Studios 
server valued at $11.50, sale price $6.95 | of Oneida Ltd. Silversmiths 


“TRADEMARKS OF ONWIWA LTD., ONEIDA, N. Y. 





